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Rough Proofs 


The FTC complains that a lot of 
sed parts find their way into In- 
yerso!l dollar watches, but their 
wners insist that in spite of every- 
thing time marches on. 


— oe ow 


“Frills in packaging are not im- 
vortant,” says the Wm. Wrigley, Jr., 
company. This may be all right 
or chewing gum, but don’t try to 
}] the idea to the gals. 


a a 
P&G is using unsigned copy tell- 


ng housewives to patronize their 
ocal laundries. Naturally they don’t 


vant them to envy the lucky wo-| 


men who use Oxydol. 
7 vv F 


“The world owes you a laugh,” 
Balaban & Katz suggests in institu- 
tional copy in Chicago newspapers. 
And you can get it even if you have 
o laugh at yourself. 


7. 3- ¥ 


Vergil Reed, of the Bureau of the 
Census, admitted to a House com- 
nittee that he is an expert on mar- 
cting, thus disposing of the old 
saw that an expert is a fellow who’s 
iway from home. 
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“Brunswick Hits Faster 
Bowling Drive.” 
VERTISING ACF, 

Meaning that the ball is rolling 
down the center of the alley headed 
for the 1-3 pocket? 


Pace in 
— Headline in Ap- 
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Photo-engravers condemn attacks | 


nm advertising, says a news item. 


This is every bit as sensational as |} 


f the assembled bakers condemned 
attacks on hot cross buns. 


via, © 


Mennen’s advertising agency fin- 
ally got a picture of a 4-day-old 
baby in a hospital, an event the 
baby will undoubtedly look back on 
without any sense of personal 
triumph. 


_ - ww 


Mattingly & Moore whisky is 
recommended by lots of bartenders, 
the ads say. But haven’t you ever 
noticed that a good barkeep never 
takes a drink? 


=. = 


Norfolk drinks a third of all the 
iguor consumed in the state, re- 
20rts the Ledger - Dispatch. With 
ill those navy boys around, what 
did they expect? 

’ ’ v 


The navy’s campaign for recruits 
ws big results, it is reported, 
en without taking into account 

enlistment of the professional 
xers and baseball players. 


v ’ v 


With all the sales appeals de- 
loped by soap advertisers. in 
cent years, the Lava campaign 

comes up with a really new idea. 

|. says it will clean your hands. 


a. = © 


“The way you look,” 
social-minded ladies, 
any 


says Revlon 
“affects so 
around you— even strangers 


ho pass you on the street.” 

And with a good make-up you'll 
eet a lot of 
eople. 


very interesting 


Copy Cus. 


OPENING GUN 


THE NEW IMPORTANCE OF 


Oleomargari 


Cu September 6. the bederal Food and Drug Admemntratven adopted 4 standard 
/ nbewtity for oleomaargartme (popularly hwouw as margarine) 


Under this standard olvomargarine may be enriched with a minimum of 


addition of Vittamm D. 


ne 


100 USP. units of Vitamin A per pound. This standard alse permits the 


Initial copy in the oleomargarine 


indus- 


try's cooperative drive to present its 
product to the country in a national way, 
which appeared in a full page in the 


Nov. 
Post, 
| tising Age, Aug. 4. Leo Burnett 
pany, Chicago, is the agency. 
National Margarine Institute, an 


motion plans for 1942. 


| issue of The Saturday Evening 
as exclusively forecast in Adver- 


Com- 
The 


organ- 


ization of leading oleomargarine makers, 
sponsor of the copy, is now making pro- 


in Seven States 
Ordered by OPM 


Advertising 
Electric Appliances 
couraged 


BY A. P. MILLS 


immediate blackout of electri 
and show advertising in 


ment today in connection 


alleviate a power shortage. 
Among seven groups of cons 


|}ment provisions of the order 


affected by the order, 
is used for 
services. 


At the same time, 
that OPM is discouraging all adver- 
electric power, not 
Southeast but throughout the 
try. Although the power 
now is critical 
around Atlanta, 


only in the 
other sectior 


and OPM wants to curb all 


J. A. Krug, head 
power section, 
eastern utilities a 
sales promotion of appliance 
halted for the duration of the 
gency. 


of the 


(Continued on Page 34) 


Southeastern states was order 


newspapers and radio stations. 
vate consumers using less than 2,500 
kilowatt hours a month will not be 
unless power 
any of the prohibited 


Blackout of Signs 


of 
Dis- 


7 


Washington, D. C., Oct. 30.—An 


ec sign 
seven 
ed by 


the Office of Production Manage- 
with a 
drastic rationing order designed to 


umers 


exempted from mandatory curtail- 


were 
Pri- 


Appliance Advertising Discouraged 


it was learned 


tising of appliances which consume 
only in 


the 
coun- 


shortage 


area 
is are 


threatened with a similar situation 


non- 


essential use of electric current. 


OPM 


suggested to South- 
month ago that 


es be 
emer- 


He told a press conference 
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+ | paper advertising and radio. 
i 


'vised network regulations Nov. 15. 


| 
| 
| 


| asserted that the rules would wreck 


| Woodmen of the World Life Insur- 


10 Cents a Copy, $2 a Year 


land Grocery 


Curtailment of Premiums 


Deals Likely 


in Network. Suits, 


CBS, NBC ait two> AE ) 
filiates Start. Fe 
Court Action 


New York, Oct. 31.—Charging the 
FCC with having exceeded its 


__FIREBOMB FRITZ 


authority, CBS and NBC filed sep-| FIRE GUARDS : a 
arate suits in federal court here get ready! «cinders for your breakfast 
yesterday to prevent the Commis-| FIREBOMB FRITZ cape Cee . 


sion from putting into effect its re- 


The actions, which named FCC and 
the U. S. government as defendants, 


SHALL NOT BRITAIN SHALL 
the American system of broadcast- | BURN! NOT BURN! 
ing and would cause huge monetary | STEFURUTET-STSOGT-TECUETMS scsves ov vos unserer or seat secusiie 


losses to the networks. | ea 
Co - plaintiffs with NBC Were | Firebomb Fritz comes to life in a new 
| advertising campaign by the British Min- 


|ance Society, owner of station! istry of Home Defense, threatening Eng- 
| WOW, Omaha, NBC-Red affiliate,| land with “cinders for breakfast” in a 
and Stromberg - Carlson Telephone renewal of the Luftwaffe's destructive 


| 


} 


| 


|of three new vice-presidents: 


| advertising 


| Mfg. Company, 


aerial warfare against the civilian popu- 
lation. “Britain Shall Not Burn!" is the 
slogan of the new defense drive. 


‘Most Challenging 
y + 
amuses worea | PrODIem’ Subject 
NBC maintained that its ability to ' ‘ ; 
furnish national service depends on f Ah ANA M { 
contracts existing between it and|Q $- ee 
independently owned stations. Con- 
Threat of Anti-Adver- 


tracts with advertisers and agencies | 
for use of network facilities total | 

tising Tide to Be Thor- 
oughly Analyzed 


owner of station 
WHAM, Rochester, NBC-Blue af- 
filiate. NBC declared that execu- 
tion of the FCC order would result 
in revenue losses to the network of 
more than $1,000,000 a year, and 
damage to the co-plaintiffs of more 
than $100,000 each. 


more than $28,000,000. 
CBS held that the revised rules 
are subject to the same criticism as 
original regulations, which it termed 
a “wrecking operation.” Execution 
of FCC policy would destroy effi- 
cient network broadcasting and re- 
duce the number and quality of the 
nation’s programs, CBS declared. 
Both networks complained that : 
many affiliate stations were refus- record-breaking attendance to the 
ing to renew or were anxious to|joint meeting sponsored by the) 
abrogate contracts signed before | Association of National Advertisers 
May 2, fearing penalties if the pres- ‘and the American Association of 
ent FCC ruling stands. Advertising Agencies, at The Home- 
Mutual Broadcasting System, | Stead, Hot Springs, Va., Nov. 13,) 
which recently issued a “white pa-|14 and 15. 
per” supporting the FCC’s rules, had Top management executives of | 
no comment to offer on the suits. leading advertising media and offi- 
In Washington, announcement of | cers of associations in industries 
the filing of the suits failed to elicit that are heavy users of advertising 
any immediate comment from either | have been invited to sit in with 
the Federal Trade Commission or|members of the ANA and Four A’s 
the Justice Department, the two|The unprecedented interest in the 
agencies most directly involved. It| meeting and the limited capacity of 
was assumed, however, that a vigor- | the hotel have made it necessary for 
ous defense will be conducted. (Continued on Page 32) 


New York, Oct. 29.—Considera- 
tion of the most challenging ward 
lem facing advertising today—the 
threat of an anti-advertising tide | 


national emergency—will draw a 


Last Minute News Flashes 


Chase & Sanborn Account to Kenyon & Eckhardt 

New York, Oct. 31—Standard Brands, Inc., has appointed Kenyon & 
Eckhardt to direct advertising of Chase & Sanborn, it was learned here 
today. With the account goes the “Chase & Sanborn Hour” starring 
Edgar Bergen and Charlie McCarthy on the NBC-Red network. For 
Fleischmann’s yeast, Standard Brands will launch “What's My Name? 


summer replacement for the coffee program for the past two years, on 
80 MBS stations Jan. 6. Kenyon & Eckhardt also handles the yeast 
account. 


Three Named Ruthrauff & Ryan Vice-Presidents 

New York, Oct. 31.—Ruthrauff & Ryan today announced the election 
Frederick C. Bruns, with the agency since 
1938: S. Hegan Bayles, with R&R since 1931; and Herschel V. Williams, 
who joined the agency in 1937. 


$250,000 Promotion for Paramount Picture 

New York, Oct. 31.— Paramount Pictures is allocating $250,000 for 
and exploitation of its forthcoming technicolor release, 
“Louisiana Purchase,” using a large list of magazines, cooperative news- 


ons ae 


that has been accelerated by the | 


» | trade 


Colgate and Lever to 
Stop ‘Over - Counter" 
Deals Jan. 


BY IRWIN ROBINSON 


New York, Oct. 30.—Strong pres- 
sure by jobbers and dealers, cou- 
pled with defense requirements, 
this week made it evident that gro- 


cery products advertising will 
undergo a marked change next 
year, with many premiums and 


special deals replaced by other ap- 
peals. The trend was emphasized 
by the decision of Colgate-Palm- 
Olive-Peet Company and _ Lever 
Brothers Company to discontinue 
“over the counter” deals as of Jan. 
1, 1942, and indications were that 


other leading advertisers would 
follow suit. 
Heightened interest in the new 


policies adopted by these two com- 
panies and current analyses of mer- 
|chandising practices in general 
| pointed to a prominent spot for dis- 
|cussion of the subject at the meet- 


ing of the Associated Grocery 
Manufacturers of America here 
|Nov. 5 to 7. It was also recalled 


bay the problem was brought into 
the open at the AGMA meeting at 
pec Pa., last May, 


| Reviews Premium Sel'ing 


At that time, J. A. Reilly, soup 
salés manager of Colgate-Paim- 
Olive-Peet, presented a comprehen- 
sive review of premium merchan- 
dising, pointing to the outstanding 
success achieved by “over the coun- 
ter” offers, but warning his listen- 
ers that “there has been built 

|particularly during the past y 

considerable opposition on the 

of the trade to this type of pro: 
ition, on the part of chain account 
land large co-ops in certain aré 
and a pretty general feeling of 
| antagonism throughout the coun- 
wy.” 

Reasons cited for trade opposi- 
|tion to such deals included cost of 
| frei ight and cartage from ware- 
‘houses to retail outlets; extra sell- 
\ing expense; losses from theft of 
‘premiums by employes and con- 
|sumers; and marred packages re- 
sulting in loss of consumer good- 


will. A number of distributors’ 
|organizations, including groups in 
| Philadelphia, Buffalo, Chicago, 


|Minneapolis and St. 
‘la result, set up 

handling over the 
which call for extra compensation 
| covering warehousing, handling 
and other overhead. 

Mr. Reilly strongly recommended, 
as a means of avoiding conflicts 
with distributors, that consumer 
premium promotions be confined to 
mail-in offers. This technique, he 
declared, “while it won't move the 
volume that you do in an over the 
counter offer, has proven very suc- 
cessful and has the goodwill of the 
in general.” 


Paul have, as 
conditions for 
counter offers 


Cites Premium Scarcity 


He also remarked that “it re- 
mains to be seen whether or not, 
with war conditions, premiums will 
be as popular from this point on, 
for already many manufacturers, 
with sufficient equipment to turn 
out premiums in mass production, 
have been seriously handicapped 
because of materials shortages 

“Some, such as the aluminum 
people, have had to withdraw their 
wares entirely from the premium 
market. In addition to this handi- 
cap, the mass purchasing power in 
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this country has reached a new 
high, and this may mean that pre- 
miums will not have the ready con- 
sumer acceptance from here on that 
they had when the American house- 
wife, because of less money, found 
it necessary to make her dollars 
stretch as far as possible.” 


Sales Also Affected 


In putting the over the counter 
ban into effect, as far as C-P-P is 
concerned, Mr. Reilly made it clear 
that premiums, free merchandise, 
one-cent and half-price sales are 
included. He stressed the unfavor- 
able consumer reaction that fre- 
quently follows price sales, pointing 
out that purchasers show reluctance 
to return to a higher price once a 
cut has been put into effect. This 
factor is particularly pertinent, he 
added, in the face of a general 
upward swing in prices. 

Another consideration mentioned 
by Mr. Reilly as contributing to the 
C-P-P decision is the need for 
cooperating with the defense pro- 
gram by conserving paper and ship- 
ping cases. 


Will Hold Show 


Despite curtailed automobile pro- 
duction, Pittsburgh Auto Dealers 
Association will hold its annual 
show as usual, Nov. 8-15 in Hunt 
Armory. 


First FM Chain 
to Ask FCC for 
New York Outlet 


New York, Oct. 30.—Rapid prog- 
ress in the development of frequency 
modulation network broadcasting 
was noted this week as American 
Network, first FM chain, prepared to 
file application with the Federal 
Communications Commission for a 
key outlet in New York 

Already in operation are two net- 
work stations in New England, and 


next month W53PH will make its 


debut as Philadelphia’s first FM sta- 
tion and as another outlet of the 
network. The New York station, if 
approved by the FCC, would give 
continuous FM network coverage 


along the Northeastern Seaboard. 
Five other stations of the chain are | 


on the air with daily schedules but 
are not as yet linked for program 
exchange. 

Emphasizing the “new low cost,” 
Philco Radio & Television Corpora- 
tion used full pages in newspapers 
yesterday to promote its FM radio 
receivers. Copy describes the “ex- 
clusive Philco FM System” as the 
only system which “gives you full 
performance from every tube on 
every band” instead of using one 
portion of its tubes on FM and an- 


RTISING AGE 


November 3. 194 


‘other on standard and short wave. 


‘In the industry, the Philco promo- 
tion was seen as a direct challenge 
to manufacturers of FM sets under 
the Armstrong system. Hutchins 
Advertising Company, Philadelphia, 
is the agency. 


'Gatfford Joins New 
Chicago Newspaper 


Jack C. Gafford, for the past five 
years a member of the advertising 
sales staff of Ap- 
VERTISING AGE, 
has been named 
national adver- 
tising manager of 
the new Chicago 
morning paper to 
be published by 
Marshall Field 
III and Silliman 
Evans. He will 
formally assume 
his duties Nov. 
12. 

Tex Frankel, 
formerly with 
the Philadelphia 
Public Ledger, has been named 
classified manager of the paper. 


J. C. Gafford 


Buddle Named Manager 

Charles Buddle, formerly a mem- 
ber of the sales staff in the New 
York office, has been appointed 
manager of the Chicago office of 
J. ne & Son, effective 
Nov. 3. 
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Send for your 
copy of this 24 
booklet, 
“Builders 
Buy.” There’s no 
obligation. 


+ 


dow to Buy BUYING POWER» 


show how to buy Buying 
Who Buy.” a new market 


men, 
big business, and why no 
single vocation 
projects in all places at al 


Who 


can possibly control buying for all 


Here are new facts about building markets; facts that assure suc- 
cessful advertising campaigns in the building field because they 


Power when you buy space. “Builders 
study by American Builder, shows that 


building is national in scope but local in application. Each of 
thousands of cities and towns is served by a group of active local 
American Builder market studies reveal why building is 


handful of building professionals of a 
building 
] times. 


American Builder is a broad-coverage publication, edited for and 
read by all types of building professionals. 


It’s readers create 


and control buying for thousands of projects each year. They are 
located in cities and towns of all sizes. They include all major 


vocational classifications a 


of these issues: 


Includes a_ statistical record of the 


ment, types of structures, 
residential design. 


ently arranged classified directory and an 
the names of manufacturers. 


October 


season. 


crease or improve bui'ding is featured. 


sales story in the 
issues of American 


January, April 
space, bleed. or an extra color. 
can Builder renresentative. or 


information about these issues, 


When Planning Schedules 


Get additional information about special features 


January--Forecast and Preview Number 


building by types of structures, and a forecast 
for the year ahead, p'us valuable new data on 
trends in construction methods, materials, 
building costs 


April—Spring Building and Directory 


Includes an annual directory section, “Buyers’ 
Guide and Trade Name Index,” with a conveni 


betical list of building product trade names with 


Fall Design and Planning Issue 


Published at the height of the autumn building 
A time'y editorial theme designed to in 


Plan a stronger-than-usual presentation of your 
and October 
Buider through use of extra 

Ask your Ameri 
write for detailed 


tenance, remodeling, and d 


of successful, continuous 
circulation 
the field adequately, effect 
year's so large as to be wasteful. 
tial and light-load-bearing 
important buying audience 


equip- 
and 


Issue 


alpha 


But the proof of the pudding is to ask the advertisers. 
results are compared—actual sales from advertising inquiries—it’s 
American Builder every time. 


CHICAGO, ILLINOIS 
105 W. Adams Street 


nd provide every essential service — 


building sites, planning, specifying, construction, financing, main- 


istribution of materials and equipment. 


American Builder readers have Buying Power. 


American Builder is the only publication with more than 60 years 


service to the building industry. Its 


more than 70,000 net paid—is large enough to cover 


ively, economically, profitably, yet not 
Collectively American Builder readers 


are responsible for more than 70 per cent of the nation’s residen- 


construction, and comprise the most 
in the building industry. 


When 


AMERICAN BUILDER 


AND BUILDING ACE 


A Simmons-Boardman Publication 


NEW YORK, N. Y. 
30 Church Street 


Hails Advertising 
as Indispensable 
in a Democracy 


Heavy Industry Promo- 
tion Faces Time of Test- 
ing, Canadians Told 


Toronto, Oct. 31.—Advertising is 
indispensable where free people live 
together under the banner of democ- 
racy, the Association of Canadian 
Advertisers was told today by C. R. 
Vint, of the Colgate-Palmolive Peet 
Company, Toronto, retiring associa- 
tion president. The twenty-seventh 
annual meeting was held here yes- 
terday and today. 

“Our whole business life feels the 
impulse of the power of advertis- 
ing,” said Mr. Vint, referring to the 
many divisions of business life and 
how advertising plays its role there- 
in. “Advertising stimulates compe- 
tition,” he said, “like no other 
agency. It compels you to give qual- 
ity and value to the point where you 
please the public or go out of busi- 
ness.” 

In further support of his stand Mr. 
Vint observed that “advertising itself 
came about as the answer to the 
problem of how to raise the stand- 
ard of living in a country rich in 
raw materials and blessed with free 
thinking men and women, given the 
opportunity to see and supply the 
needs of its people for a better and 
more abundant living. Modern trade 
and commerce brought advertising 
into being as part and parcel of 
itself. If the standard of living is 
to be raised then there is need of 
advertising.” 


Time of Testing Approaches 


Advertising problems of heavy in- 
dustry are approaching a time of 
testing, in the opinion of A. M. 
Miller, director of advertising, 
Chrysler Corporation of Canada, 
who spoke yesterday. “There is no 
historic parallel te-the—problems-of 
this war,’ he said, “and no sure 
guide in past experience. To realize 
this is the beginning of wisdom for 
the advertising man of 1942. We'll 
have to be good. We'll have to be 
better administrators, better copy- 


writers, better space buyers, sounder 
and more fundamental thinkers, 
perhaps wiser in thrift than we have 
ever been.” 

Three problems facing advertising, 
he said, are helping preserve the in- 
vestments corporations have made in 
advertising, building public accept- 
ance for institutions and their prod- 
ucts when the war is over, and 
giving maximum support to newspa- 
pers whose role in a democracy is 
building public morale and giving 
the public all the facts. 

The ACA today was given a 
glimpse into the future of scientific 
appraisals of advertising by Dr. 
George Gallup, vice - president, 
Young & Rubicam, New York, and 
founder of the American Institute 
of Public Opinion, in a talk on “Di- 
rection of Research.” 


Frey Heads Promotion 


Richard L. Frey will direct the 
newly established inside advertis- 
ing and sales promotion department 
of Old Town Ribbon & Carbon 
Company, Brooklyn. He was previ- 
ously a principal of Morehead, Frey 
& Whitman, New York, advertising 
agency. 


——$_ 


NEW TELESERVICE 
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With this newspaper advertisement, (. 
Bamberger & Co. proclaims its new net. 
work of telephone wires, the largest pri. 
vate exchange in New Jersey, as a time 
and money saver for consumers by cut. 
ting ‘phone rates to the store. Actua’ 
savings are shown in the list of Tele. 
service numbers at the left. 


Durr’s Nomination 
to FCC Approved 
by Senate 


Washington, D. C., Oct. 29.—The 
Federal Communications Commis- 
sion regained full strength today 
when the Senate approved the 
presidential nomination of Clifford 
J. Durr to fill the vacancy which 
has existed for four months. 

Mr. Durr, assistant general counse 
of the Reconstruction Finance Cor- 
poration since 1937 and an attor- 
ney for that agency since the in- 
ception of the New Deal in 1933, 
will serve as an FCC member unti! 
| June 30, 1948. He is the brother- 
in-law of Associate Supreme Court 
Justice Hugo Black. 

With Mr. Durr a member, the 
seven-man FCC now boasts five 
lawyers. The exceptions are’ George 

enry Payne, formerly a news- 
paperman, and Commander T. A 
M. Craven, former naval officer and 
the only technical expert on radio 
matters among the FCC governing 
body. 


Two Die in Crash 

George E. Russell, sales promo- 
tion manager of Gilman Fanfold 
Corporation, Niagara Falls, N. Y., 
and D. E. Stowe, Eddy Paper Com- 
pany, Three Rivers, Mich., were 
among the score killed in the crash 
of an American Airlines plane nea! 
St. Thomas, Ont., Oct. 30. 

In a Northwest Airlines crash the 
preceding day, one of those killed 
was L. C. Carr, an employe of tht 
line, and brother of William B. Carr. 
Chicago manager of Time. 


Shuffles Issue Dates 


Camping Magazine, Ann Arbor, 
Mich., which previously published 
nine issues a year, omitting July, 
August, and September issues, has 
revamped its schedule so that the 
issues of September, October and 
November will be omitted. The 
magazine’s advertising offices have 
been moved from Ann Arbor to 360 
N. Michigan avenue, Chicago. 


Adds Walter Stocklin 

Walter L. Stocklin, formerly 
charge of art for Benton & Bowle: 
New York, will join Ward Whee- 
lock Company, Philadelphia, ear)) 
in November. 
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LETTICE LEE STREETT isa DOROTHY DIX is almost as ALICE HUGHES brings little JOAN GARDNER brings to FAY TAYLOR, local staff fash- ELIZABETH McRAE BOYKIN 
newcomer to Oklahomans, but is much a “must” for The Sunday old New York to Oklahoman Oklahoma women the latest ion artist, gets her inspiration brings a new home decoration 
already proving herself a prime Oklahoman as the paper’s own readers in a manner both men fashion news from New York’s from roaming about in Oklahoma feature to readers of The Sun- 
favorite with mothers. familiar masthead. and women enjoy. sparkling Fashion League. City shops. day Oklahoman. 


~¥ 5 ez 
m4 = "7 


JOSEPHINE LOWMAN, using PEGGY HIPPEE rules as edi- EDYTH T. WALLACE is an AUNT SUSAN, local staff home HEDDA HOPPER opens the EDITH JOHNSON, dean of 


Powell models, helps Oklahoma tor of women’s features for the Oklahoman staff member whose economist, has for more than ten doors to Hollywood every morn- Oklahoma woman writers is en- 
women solve the ever-perplexing Oklahoman and Times... the “Points for Parents’ appears in years been acclaimed Oklahoma’s ing for Oklahoman readers who tering her 32nd year on the staff 
figure problem daily. state’s greatest newspapers. 32 other newspapers. housewife-in-chief. crave film news. of The Daily Oklahoman. 


oe Borin whin, ) Sas : g ta i. ie ht a oe 


Every twelve months The Daily Oklahoman 
serves its women readers with women’s features 
equivalent to 1,883 magazine size pages! New 
woman’s features added since September 239, 
selected from the pick of top-flight writers and 
artists, combine with a star-studded array of 
longtime favorites to make The Oklahoman the 
most widely read newspaper, the most power- 
ful sales force, among Oklahoma’s largest con- 
stant audience of women. This audience makes 
up a buying brigade worthy of intensive culti- 
vation ... capable of shoving state department 
store sales for the four weeks ending October 
4, 1941, 17% above last year’s figures. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY, OKLAHOMA City * KVOR, COLORADO SPRINGS 
KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC 
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NIAA Head Leads 
Battle Against 


Census Changes 
Capt, Dr. Reed Urge 


Hearing 


Washington, D. C., Oct. 29.—The 


Census of Manufactures which has | 


been taken biennially for the past 
two decades hung in the balance 
this week as opponents and propo- 
nents of a proposal to make wide 
changes in existing census law bat- 
tled heatedly at House census com- 
mittee hearings on a Senate-ap- 
proved bill. 


green & Finn, Chicago agency, in 
his capacity as president of the Na- 
tional Industrial Advertisers Asso- 
ciation. Also taking the stand to 
urge the retention of the biennial 
basis for the manufacturing study 
was L. R. Garretson, advertising 
manager of Leeds & Northrup, Inc., 
Philadelphia, a vice-president of | 
NIAA. | 
Arguing for passage of the meas- 


rector, and Dr. Vergil D. Reed, as- 
sistant director, both of whom| 
claimed the bill is necessary for de- 
fense and will not work to the dis- | 
advantage of any group, including | 
NIAA. 


Mr. Murphy made two appear- | 
|}ances in the witness chair on suc- | 
|ceeding days, the second to rebut | 
| the rebuttal testimony of census offi- | 
‘cials. Following his final appear- | 
‘ance, Rep. Guy L. Moser, committee | 


chairman, recessed hearings until | that portion of the Senate-approved | sus officials have in the past stressed | 


|Nov. 6. Further hearings are ex- 


ket. Such data would be useful only 
as a supplement—not as a substi- 
tute—for complete figures now made 
available every two years, he in- 
sisted. 

To change the facts-gathering in- 
terval from two to five years as pro- 
posed, he said, will make the manu- 
facturing figures obtained of use 
only for historical purposes. He also 
assailed the point made by census 


suses of business, minerals, and 
manufactures at the same time, as 
proposed in the bill. The Census of 
Manufactures is now taken every 
odd year, and the other two every 


| tenth year as a part of the popula- | 


tion census. 
Objection Limited 


Mr. Murphy, along with other 
NIAA spokesmen who preceded him 
in the witness chair, opposed ‘only 


bill (S. 1627) which deals with a 


The opposition was led by W. D. | pected to be brief and to be followed |quinquennial Census’ of Business 


Murphy of Reincke-Ellis-Young- 


ell» HOTELS 


|shortly by committee action. 

| The NIAA president stressed that 
|Census of Manufactures statistics 
are necessary for industrial market- 
ers to know the location of their 
potential customers. He explained 
that the sample surveys which the 
Census Bureau plans to institute if 
the bill is passed will be of no-value 
in locating markets but only in in- 
dicating the over-all size of the mar- 


and industry. He raised no objec- 
tion to increasing the frequency of 
the business census from ten to five 
years but asked why business 
spokesmen have not testified in its 
behalf if it is as desirable as census 
officials claim. 

Mr. Murphy insisted that indus- 
trial marketers did not want a five- 
year monument to what is past for 
the benefit of statisticians studying 


ichita 


Business 


UMPS 60°! 


“Spend advertising 
dollars where business 
is booming” is a safe 
rule for time buyers. 
The above table lists 
the top twenty of 147 
U. S. trading areas—in 
terms of percentage of 
business activity change 
during the year Sept. 1, 
1940 — September 1, 
1941. Wichita ranks 
second on this list. Yes, 
Wichita is booming, 
and to sell Wichita, you 


need KFH! 


long-term trends, but a workable 
tool which could be used for day- 
to-day operations, and asserted that 
a census taken at five-year intervals 
could not possibly serve in the latter 
capacity. 

He stressed the point that only 
one person outside the Census Bu- 
reau itself has appeared to buttress 
the bureau’s insistence on changing 
its practices, and declared that the 


ure were James C. Capt, census di- | Officials that it is logical to take cen- |single outside individual who did 
Passage of Proposal at 


|testify was in no sense qualified to 
|speak for the needs of manufactur- 
ers selling to industry. 


Quotes White, Handbook 


Mr. Murphy also quoted from a 
/speech made by Wilford White, for- 
mer research director of the Bureau 
|of Foreign and Domestic Commerce, 
jand from the introduction to the 
Market Data Handbook issued by 
| the department, to indicate that cen- 


the value of the biennial census. 
Dr. Reed, who had not testified 
until he took the stand “to break a 
few idols falsely set up” by NIAA 
spokesmen, challenged the right of 
the NIAA to speak for manufac- 
turers, and in an_  off-the-record 
comment declared that the NIAA 
fight on the proposal was begun by 
Industrial Marketing as the result 
of “misconceptions” transmitted to 


| 


the editor of that paper by the 
|Washington editor of ADVERTISING 
|Ace. Dr. Reed failed to nail 
idown the “misconceptions” which 


\allegedly were transmitted in this 
way, but declared that after Ralph 
O. McGraw, editor of Industrial 
Marketing, was “misled,” he could 
not retract from what he had said 
and was forced to hew to the line 
which the publication had adopted. 

Dr. Reed also produced a letter 
from the National Association of 
|Manufacturers endorsing the bill but 
‘asking that the provision by which 
ithe individual census returns can 
'be divulged to defense agencies be 
limited to the duration of the emer- 
gency. On his second turn on the 
stand, Mr. Murphy took issue with 


interest in the marketing of indus- 
trial products within industry, and 


the NAM endorsement, pointing out | Part, on fourth quarter results. 


h his organization has no special | 
cael Peg ahediie ak te | dles the Oxydol account. 


a, 


P & G Launches 
New Series of 
Oxydol Ads 


| Cincinnati, Oct. 29. — Pro 
Gamble has launched a new 
of Oxydol advertisements wj 
initial black and white ins tions 
|in approximately 250 news {Pers 
being seven columns wide and j4; 
lines deep. The second phice of 
the new campaign will start Noy 


1 the 


16 when 


color comics will appear 
in about 


125 newspapers. 

By an ingenious arrangement of 
art work the copy achieves a double 
headline with equal emphasis op 
each, Art work consists of 4 
woman hanging two shirts on a4 
line, each shirt providing the back- 
ground for the lines, “It’s News! 
Get your washes white without 
bleaching!” and “Try it! Use the 
New Oxydol with the creamy new 
|kind of suds, ‘Hustle-Bubble’ suds!” 
|Added promotion for the product is 
|achieved by means of balloons from 
seven bubble characters. Dealer 
hookup is provided with the line, 
“At all dealers now, same blue and 
orange package, the change is in 
the soap.” 
| The present fourth quarter sched- 
ule for Oxydol calls for weekly in- 
sertions of the black and white 
|copy with the appearance of color 
|copy about once a month. The color 
|copy frequency may be stepped up 
iin 1942. Continuation of the entire 


campaign will depend, for the most 


Blackett-Sample-Hummert _han- 


that peo a pepeoapes eran WKBW Dedicates 
}Is not qualne O pass on e meas- 50 000 Ww tt Pl t 
‘ure as it affects that segment of in- ’ a an 
Dorrance, dustry which sells to other manu- bog on mes ee its 
ac rs ,000-watt trans n nt 
mith, French & 1941.) | aosueees. : : ; Oct. 30 ‘ith re “pale-heur ‘proad- 
m Brooke, segs,” September, Mr. Capt confined himself in re- | ae Ww Oo née — ' 
(Figures we “where's Buss "40 buttal to the opposition expressed |C@Sts, One of which was sent over 
Detroit, survey Aug: 1,41 Sept. ‘a week earlier by the Bureau of |® eft at el png ge 
Sept-1,'41 +46 — 8 Mines, whose spokesmen urged the WS teen promaant of the iuttels 
Trading atte _ 457 —2i bill be amended so that all statistics Broadcasting Corporation, and I. R. 
Diego, Calif.------ |on minerals would be gathered by it. Lounsberry, executive vice-presi- 
San ITA KAN + = ‘The Census Bureau now takes a | dent, spoke. 
wick @e.------""""" * 432 +23 = | decennial Census of Minerals which! Edward S. Klauber, CBS execu- 
acon, rt Pa. ----~ 23 4-18 18 /would be taken quinquennially un- tive vice-president, and Fred 
Williamsp° ee ats so 5 4-26 4 ‘der S. 1627. Weber, general manager of the 
Buffalo, Pek on +39 — Mutual Broadcasting System, at- 
Flint Mien. ----" +45 +36 —2 New Hearing Surprise tended the ceremonies. The trans- 
r3 Jane aa | mitt; " ute, : : : 
Louisville, y aoe +44 4-30 43 Chairman Moser’s announcement | M1UN6 a cananee, sas 
Canton, cade Pe = 1% +40 8 of another open hearing next week ; ae iakecta 
410 ------~ — ; . ; 
kron, 4 es 34 |came as a surprise, since it had been | » — ” 
Mobile, Als. ----- ant +41 30 —_— expected that the committee would | Ladies’ Home Journal 
El Paso, ns. 491 —1 ‘go into executive session following Circulation Misquoted 
Dayton, Gus ----"-- +8 +18 a |today’s testimony. He did not ex- | Through a _ typographical error, 
son Mich. -----~ 28 138 —% |plain whether other witnesses are | the story in ADVERTISING AGE Oct. 27 
- do , eel -+-46 + 26 — § |to be heard next week. misquoted the circulation figure for 
Tole t, Mich. -----~~ 4-42 Bi 8 —12 Relatively little has been said |Ladies’ Home Journal in one in- 
Detrow, Ml. --------~ 135 +2 ia about that provision of S. 1627 |stance—that giving the average net 
Rockfore, Mass. -----~ 143 +36 _—28 ‘which empowers the Census Bureau |Paid on the publisher's — : 
Worcester, Pode + +12 i) ‘to turn over to defense agencies all |f0r June 30, 1941. The Journa! ; 
Abilene —" +2 +35 7 ‘of the figures which it collects. oe = = for rary 
portland, Me. en +4 ‘Some committee members have con- jshown sas 7 ee ween 
Norfolk, Va. --- ‘tended that the time-honored policy 


lof the bureau should not be aban- 


ne WOODWARD 
0.5 Mv 'm Night 
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Glenn D. Gillett Computed Field Strength Distribution Based on Performance 
and “Previous Survey Measurements—5000 Watts Day and Night 


CBS + 5000 DAY AND NIGHT ..... .. CALL ANY EDWARD PETRY OFFICE 


October 1941 


Co umbia’s Only Full-Time Outlet for KANSAS 


The Only Full Time CBS Outlet in Kansas 


|doned, and that defense agencies | 
'should gather their own statistics 
with the advice and assistance of the 
bureau. It seems likely, however, 
that the committee will act favor- 
ably as far as the disclosure of re- 
ports is concerned. What the fate 
of the quinquennial feature will be 
has yet to be indicated. 


selected by Glen Miller. 


Starts Song Series 
Puck—the Comic Weekly has it 
augurated a weekly song serie 
Each week when the comic news 
paper supplement appears, one pag 
will be devoted to a previously un 
published tune selected by som 
prominent orchestra leader as 
potential hit. The series bega 
Oct. 28 with “Dear Arabella, 


“Ask your 
Agency 
ask the 


570 KC 
Fort 


7 Enclusive 


; 
> 


5000 watts day 
CP 5000 watts night 


~ FREE & PETERS, INC. 


NBC 
Worth and Dallas 
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Anxious Moment 


They've been launching ships ever since the dawn of 
recorded history. 


Yet even today, when a ship slides down the 
ways, there is an anxious moment when design- 
ers and workmen wait to see whether their 


translation of theory into practice has been 
successful. 


Here at Young & Rubicam, we can sympa- 
thize with the shipbuilders. We always have 


had, and probably shall continue to have, anx- 
ious moments during the launching of a new 
advertising campaign. It’s human nature. 


But through a combination of experience, 
research, and an organization setup which per- 
mits the thorough sifting and analysis of new 
ideas, we do feel that we have succeeded in 
eliminating much of the element of chance 
from any new campaign. 


YOUNG & RUBICAM, INC., ADVERTISING 


NEW YORK - CHICAGO - DETROIT - SAN FRANCISCO - HOLLYWOOD - MONTREAL - TORONTO 
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. . | of your company or industry at the | products? s 
Quality and Frills lend of World War I? | Among the industries which Mr. Collaborate on Mexico Releases New 
| 3. What industries are likely to Cowan listed as likely to represent Package Tour Copy Electrotype Scale 
- buy your industrial goods following the | A “package tour” by land and| Electrotypers and_ Stere: Lyper 
Likel to Suffer World War II to replenish shortages | war period are aviation, shipbuild- ‘water to Mexico will be offered by | Association of New York h.. a 
y and to manufacture new products? |ing, construction, railroads, farm |three American railroads—the New |into effect a new standard elect}, 
4. What new products can your |markets, plastics, television, home ly yfemg oecre = |e — —— ee aver. 
After War: Cowan ret” produce and oe satis- | appliance and foreign construction. |roads—National Railways of Mex- ~ a electrotypes. 2 9 ‘Ti0y 
. actory response from buyers and — a ico and Mexican Railway—and the| Electrotypers will determine the;, 
M B Ch : — ima your emo so ae ANPA Cites Kessler — Mail Steamship one. : own selling rate per unit, ang - 
é ow can selling and advertis- — newspaper campaign will be|voice customers according io +.. 
any basic . anges iM ing effort be made more effective, pectin eblabhes gy oe started along the Eastern Seaboard |number of units represenica y _ 
Consumer Picture Like- thereby reducing these expenses | Association. New York. has a folder early in November by the cooperat- size and kind of plates ma ufac. 7 
ly Expert Savs and increasing sales through lower|commenting on Kessler Distilling |!"8 lines. Wendell P. Colton Com- |tured. a 
. y prices? Company’s newspaper cartoon cam- |P@2Y, New York, is in charge. a errerey ly 
6. How may changes in popula-|paign. The insertions, which ap- at ee Wenban Leaves B-S-H uy 
Cleveland, Oct. 27.— Post - war | tion, purchasing power and buying | Pear from two to four times a month Boosts Ad Rates Robert Wenban, formerly vice. ico 
: markets will be mass markets, Don-|papits under post-war stringent in-|in_ over 300 newspapers, utilize| Design for Living, New York, has |president in charge of the creative = 
ty ald R. G. Cowan, director of com-| ome conditions affect the output of 300-line space and cartoons by Jay|issued rate card No. 2, effective |staff of Blackett- Sample-Hummert. C 
Es mercial research of Republic Steel your company and the processors Irving. Sales up to July 31, 1941,|February, 1942, increasing the page |Chicago, has joined Sherman and gue’ 
Corporation, and former president} nq distributors handling your showed a 35 per cent gain over the rate to $600 ‘and the circulation |Marquette, Chicago, as vice-presj. that 
of the American Marketing As- previous year, the folder says. guarantee to 125,000. dent. jur 
sociation, told the Industrial Mar- a = 
ill keters’ Club of Cleveland Friday 
a evening. Manufacturers who real- 
ize the need of planning their pro- 


duction and marketing programs 
for the post-war period should take 
account of many basic changes in 
the consumer picture, he advised. » 
“Taxation and perhaps inflation ; 
will reduce the spendable income 
of both factory and white collar 
workers,” Mr. Cowan said. “Already 
our total per capita taxes, munici- | 
pal, state and federal combined are. 
$180 per year, as compared with) 
$175 in England. They will be 
: much higher. 
7 “Middle class buying is going to 
7 be more severely restricted because 
——" there is not much left to tax in the | 
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SSVANWRS 


7 


- 
UH, 
UY), 


My 


SN 
upper income brackets. Taxes will | \ 
fall much more heavily on middle | \ 
income groups because their in- N 
comes are mainly stable salaries \ 

7 and have not risen like labor in-| \ 
‘i come. N 
: Middle Classes Going Down | NS 
“Naturally middle class purchas- | XN 
ing will become more like that of N 

* labor, with quality and frills giving | \ 

cee way to /mass_ produced staple | 

a articles. 


These same classes will 
be the main source of Victory loans 
but with inflation and devaluation 


Yi 


Yi 


YY 
Uy 


as, ultimate possibilities, their re- x 
paid dollars probably will not buy SS 

z as much. \ 

fn “In general, these tendencies in- N 

dicate severe competition, relatively \ 


YY 


greater expansion of durable goods, 
emphasis on comfort in consumer | \ 
products, and economy in both pro- | 
ducer and consumer goods of all 
kinds.” 

Mr. Cowan explained the comfort 
factor by pointing out that with a| 


ty ty 


declining birth rate and slower | NS 
: | SS 
population growth, the percentage | S 
of older people in the population | N 
will be increased, and that their | NS 
demands will be for comfort, dura- | \ 
bility and conservative styling. S 
Z. Suggests Some Questions 
7. The questions which manufactur- | 
+5 ; ers 


should attempt to 


answer in| 
planning post-war 


marketing, he | 


moor te: 
fy ty 


said, include the following: N 
1. How much capacity will war- x 
time output leave in your company N 
as a challenge to you to find mar-/| N 
kets? \ 
2. What happened to the output ‘ 
NS 


— is produced in 
Sioux City—the heart of America’s finest agricul 
tural @strict 

Three of the worid’s largest packing companes 
are located here and are now operating at c ¥ 
pacity. Over $62.000.000 worth of we stock has 
been received here during the first eight months of 
ts year. Large increases have been made to tr 
workers within the past few weeks. Ths t 
Sioux City into on 


ngs 
one of the most prosperous cities 
n the nation 
e nate 


The world’s largest creamery is also i 
ux City. Thousands of pounds of butter 

ns of cans of condensed milk are being p 
6 ced for army and c vik an 


Se 


™ 


supply. Sioux City and 
ts territory now ranks in the high income rT) 
There is Only one way y property reach this 
wealthy market. That is though e use Th 
Sour City Jou s 
, * 
nat THE JOURNAL is now 9 ove A 
at an” 52.000 copes daily. Its c t $ N 
ve i concentrated. covering 75.5 t Sioux 
’ City proper. which is far more than any 
oe (. a competing medium 


oh Why not put an “A” schedule ths 
y newspaper and reach the Ame f 
market which will co 
\ 


tinue to stay stable 
‘ong after the war is over 


7 The fious City Journal 
i. cnn et | SCJ NS 


1360 K.C. 


“0 WKBW'* WGR:? 


Cc. 
50,000 WATTS COLUMBIA MUTUAL 


5,000 WATTS e 
National Representatives: FREE & PETERS, INC. 
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Firms, Officers 
Ask New Trial 


fonvicted Tobacco 


Lexington, Ky., Oct. 30.—Defense Suppliers, Inc., a 
ttorneys today renewed their fight | the latter. 
free three of the tobacco indus-|George Washington Hill, president, 
wy’s largest companies, a subsidi-|and Paul M. Hahn and Vincent 
ry company and 13 officers con- 
icted by a federal jury Monday on 
nonopoly and price-fixing charges. 
Counsel for those convicted ar- 
sued, in motions for a new trial, 
hat errors had been committed 
juring the long anti-trust trial that 


started June 2. Federal Judge H. 
Church Ford set Nov. 7 for hearing 
of the defense motions and _ in- 
structed attorneys for both sides to 
be ready for arguments. 

Companies convicted on all four 
counts of the government charge 
included the R. J. Reynolds, Lig- 
gett & Myers and American To- 
|bacco companies, and American 
subsidiary of 
Officers convicted were 


Riggio, vice-presidents, of American 
Tobacco; William N. Reynolds, 
executive committee chairman, S. 
Clay Williams, board chairman, 
James A. Gray, president, James 
W. Glenn, vice-president, and Ed- 
ward A. Darr, sales manager, of 


R. J. Reynolds; James W. Andrews, 
president, and William A. Blount, 
George W. Whitaker, and Edward 
H. Thurston, vice-presidents, of 
Liggett & Myers; and James E. 
Lipscomb, Jr., president of Ameri- 
can Suppliers. 

Although defense attorneys in 
Lexington and officials of the com- 
panies in New York and Winston- 
Salem refused comment on _ the 
mass convictions, it was indicated 
that despite the legal set-back the 
“Big Three” companies would carry 
on the fight to crush the govern- 
ment’s case. Under the charges, 
Judge Ford may impose maximum 
fines of $20,000 each on the com- 
panies, and $20,000 fines and as 
much as four years’ imprisonment 
upon the individual defendants. 


FILE NEW SUITS 
IN OIL CASE 

Madison, Wis., Oct. 28.—Latest 
aftermath of the conviction of 12 
major oil companies here in 1938 
on charges of conspiring to fix gaso- 
‘line prices in violation of the Sher- 
man anti-trust law, is the filing of 
suits in federal court by 11 Mid- 
west trucking companies to recover 
|'damages totaling $146,792 from the 
| companies. 

The plaintiffs contend that be- 
cause of the alleged conspiracy to 
maintain gasoline prices, they were 
required to pay excessive prices for 
gasoline to operate their vehicles. 
The total asked by the trucking 
companies represents triple dam- 
ages allowable under the federal 
anti-trust statutes. 


ee 


»..and advertisers have radio’s biggest 
circulation bonus through WKBW’s and 
WGR’s new £350,000 Transmitter Plant 


Buffalo today has a new radio map — a 


map that adds millions of listeners to your 


radio dollar. 


Through a new $350,000 transmitter 


plant —_the most modern installation in 


America — the Buffalo Broadcasting Cor- 


poration offers advertisers: 
1. WKBW, Buffalo’s only 50,000- watt 


station, carrying Columbia network 


programs, with an eleven-state night 


time coverage of 12,000,000 people. 


2. WGR, at the dial’s most favorable 


position — 550 kilocycles, carrying 


Mutual network programs, with the 


greatest regional coverage of any 


Buffalo station—5,000 watts by day, 


1,000 watts, directionally intensified, 


by night. 


Backed by the most extensive promo- 


tional campaign ever launched by any 
Buffalo radio station, WKBW and WGR 


now are in position to give advertisers the 


largest radio circulation 


per dollar ever 


offered in this half-billion dollar market. 


For Lop results, make WKBW or WGR 


your first choice in Buffalo. 


BBC’s SECOND Major Improvement in 30 Days 


The opening of our new transmitter plant is BBC’s second big forward stride 
in 30 days. The first occurred on September 28th when WKBW became the 
exclusive outlet for the Columbia network programs and WGR became the 
permanent outlet for the Mutual network's expanded schedule. 
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RAND BUILDING, BUFFALO, N.Y. 


UFFALO BROADCASTING CORPORATION 


‘Locked-in Flavor’ 
of Jell-O to Get 
Heavy Promotion 


(Picture on Page 35) 


| New York, Oct. 28.—Following 
| first mention of a new improvement 
jin Jell-O on last Sunday’s Jack 
‘Benny radio program, General 
‘Foods Corporation indicated this 
week that the “locked-in flavor” 
theme will be given heavy mer- 
chandising emphasis during the 
months ahead. 

Initial publication copy on this 
theme will appear in the forthcom- 
ing issue of The American Weekly, 
to be followed later by a switch to 
the new appeal in the entire Jell-O 
magazine list. A second color inser- 
tion will also appear next month 
in The American Weekly. 

“Until this great Jell-O discov- 
ery,” copy asserts, “no matter how 
tightly sealed—no matter how care- 
fully stored—gelatine desserts al- 
ways ‘leaked’ flavor.” A new proc- 
ess, however, now “locks” flavor 
inside “Jell-O’s crystal-like parti- 
cles.” 

Announcement copy suggests a 
comparison between any other gela- 
tine dessert and the new Jell-O. The 
former, the ad says, gives off a 
sweet, fruity odor “as the flavor 
escapes.” New Jell-O, however, 
“guards its locked-in flavor jeal- 
ously until the actual moment you 
dissolve it in water.” 

A padlocked chain girding the 
Jell-O package is used to dramatize 
the new theme. Young & Rubicam 
is the agency. 


Maryland Industrial 


Marketers Meet 


Maryland Industrial Marketers, 
Baltimore, a new group which plans 
to affiliate with the National Indus- 
trial Advertisers Association as its 
Baltimore chapter, held its inau- 
gural meeting Oct. 27. 

Several NIAA officers were pres- 
ent to explain the association’s 
work, including W. D. Murphy, 
NIAA president. Among the speak- 
ers were Herb V. Mercready, Mag- 
nus Chemical Company; Terry 
Mitchell, Frick Company, and Frank 
W. Pensinger, Landis Tool Com- 
pany. 


“Pathfinder” Celebrates 


Pathfinder, Washington, D. C., 
will salute a uniqug anniversary 
with its issue of Nov. 29. It will 
be the magazine’s 2,500th consecu- 
tive issue. 


KDKA 21 Years Old 


| KDKA, the Westinghouse station 
‘in Pittsburgh, pioneer of radio 
broadcasting, celebrated its twen- 
|ty-first birthday Nov. 2. 


“MEET THE PEOPLE” 


It's time you met Charley Smith, who 
has been doing our “Meet the People” 
column. Agency trained and experienced, 
Charley joined the Buckley-Dement staff 
in 1929 and has handled assignments in 
New York, London and Paris. Above is a 
typical pose: beefy frame draped com- 
fortably over the typewriter, with only 
the index fingers showing signs of life 
He can hold this pose for hours without 
moving. Maybe he thinks up words dur- 
ing these somnolent periods. At any rate 
his work, especially in letters, has won 
distinguished recognition from some of 
the toughest critics in the business 


“ee 


Have you considered letters recently as 
part of your promotion? Skilfully written. 
expertly processed letters are one of the 
most effective s-l'ing too's in existence. 
Don't overlook them. Consult us now 
about letter campaigns or printed sales 
promotion. Buckley, Dement & Company. 
1300 Jackson Blvd., Chicago. MON. 6100. 
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Must Continue 
Non-Defense Goods, 
Ramsdell Asserts 


New York, Oct. 30.—Failure of 
American business to produce “a| 
goodly percentage of normal mer-| 
chandise,” in addition to meeting 
emergency demands, would 
us to lose the war, no matter 
won the actual battles,” Arthur W. 
Ramsdell, vice-president and sales 
director of the Borden Company, 
declared today before the monthly 
meeting of the American Marketing 
Association. 

Acknowledging the need for cur- 
tailing “some of those things that | 
are pure luxuries,” he nevertheless 
warned that “except where those | 
luxuries make the maintenance of | 


“cause | 
who | 


WHAT IS CARRY-OVER 
ADVERTISING? 


Ans. Pg. 31 


| our defense effort impossible, it is 
of utmost importance that they be 
continued, 
effort is supported by taxes, and 
ithese taxes can only be collected 
from the production, distribution 


for our whole defense | 


‘and sale of products and commodi- | 


|ties that will be used by our popu- 
lation. In other words, you cannot 
“support a war economy merely by 
\taxing firms engaged in producing 
war material. Our whole economic 
‘scheme falls down when the rate 
of production and the rate of dis- 
tribution seriously lags.” 


Must Maintain Selling 


In the face of the admitted 
need for cutting down normal 
|goods, Mr. Ramsdell went on, 
‘imperative that we maintain our 
sales efforts, in 


advertising and 
order that there may not be too 
‘serious a lag in the reconstruction 
period following the cessation of 
hostilities.””. Those companies that 
|have built acceptance for their 
|products will pay far less, if they 
|maintain their advertising and sell- 
jing during the emergency period, 
than if they drop these efforts or 
lessen them to any great extent and 
then try to pick them up after- 
wards, he said. 

Recalling that many alert adver- 
tisers continued their promotion 
programs during World War I, de- 


eT 


|spite shortages and a seller’s mar- 


ket, Mr. Ramsdell asserted: 

“It seems to me that maintenance 
of our present standards is part 
and parcel of the defense program 
and that, with it all, we must also 
maintain our home battle lines of 
advertising and selling effort, so 
that when the war is over, we can 


i'take up the problems which come 


with a buyer’s market, with less 
economic dislocation than would 


‘otherwise be the case.” 


Collins Advanced 


Kenneth Collins has been ap- 
pointed vice-president in charge of 
merchandising of Arthur Kudner, 
New York. He will supervise the 
enlargement of the agency’s present 
merchandising staff. Before joining 
Kudner May 1, Mr. Collins was 
assistant to the general manager of 
the New York Times, and was pre- 
viously associated with Gimbel 
Brothers, New York, as vice-presi- 
dent and director, and with R. H. 
Macy & Co., New York, as execu- 
tive vice-president. 


Lenz Named Director 


Herbert S. Lenz, art director of 
Look for the past two years, has 
been appointed manager of the art 
department of Lord & Thomas, New 
York. He was previously with 
R. H. Macy & Co., New York, as art 


director. 
*. 


- TOLEDO 
AREA 


on idl 


@ Of course business is good in 
Spectacularly good! . 
defense orders. With its great 
working plants... 
automotive parts... 


up. Retail sales up. Toledo offers 
market for today! 


RETAIL TRADING 


. $150,000,000 in 


its vast production of 
and as the glass 
center of the world, Toledo was all set for 
huge defense business, and is turning out 
defense goods in huge volume. Payrolls 


my. OHIO'S 


DOUBLE 
VALUE 


MARKET 


Toledo! 
metal- 


no more. 


a great 


Write for this com- 
plete information on 
the Toledo Market. 


@ BUT Toledo also offers a great mar- 
ket for TOMORROW! Those same diver- 
sified industries give balance to Toledo 
for the days when defense orders are 


@ Advertise for today’s business, yes. 
But if you also have an eye to the future, 
consider the market where your advertis- 
ing has DOUBLE VALUE — Value for 


today — Value for tomorrow! 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


Tuna Supplies 
Short, Company 


Tells Consumers 


San Diego, Cal., Oct. 29.—Chang- 
ing its advertising strategy, West- 
gate Sea Products Company has re- 
fused to drop out of the consumer 
picture because of a temporary 
shortage of its tuna fish but has 
initiated a campaign to tell grocers 
and housewives why shelves some- 
times are bare of its canned Breast- 
O’-Chicken tuna fish. 

Tuna didn’t figure very heavily 
in the first World War, but U. S. 
Army dietitians have selected it as 
a desirable food for certain menus. 
Purchasing agents of the Army 
quartermaster corps not only placed 
bids for most of the available tuna 
supply but anticipated a big share 
of the 1941 fall catch. Occasional 
shortages were already being caused 
by a light pack during 1941. 

W. Wade Ambrose, president of 
Westgate, and the -company’s 
agency, 


a temporary consumer shortage if 
they knew the facts. Using news- 
papers in more than 20 cities 
throughout the country, as well as 


grocery trade journals, Westgate 
started explaining the situation. 
Current copy in the newspaper 


schedule abandoned the featuring 
of special tuna recipes each week 
in favor of an offer of a free recipe 
book. Each ad calls attention to 
the fact that Westgate is cooper- 
ating with Army officials in supply- 
ing its share of fish for the soldiers’ 
tuna meals. 

Copy assures housewives that 
eventually Westgate and _ grocers 
who handle its product “are cer- 
tainly going to take good care of 
our many Breast-O’-Chicken tuna 
customers.” Business paper copy 


scheduled for November calls atten- 
por to the fact that tuna has been 
enlisted “for the duration” and now 
proudly serves the armed forces of 
|Uncle Sam. 


|C. Franklin Brown Adds 
Account; Moves Offices 


C. Franklin Brown & Co., Chi- 
cago, has been named to direct the 
advertising of International Agri- 
cultural Corporation, Chicago. 

The agency has moved its offices 
from 75 E. Wacker drive to the 
Civic Opera bldg. A. M. Kelch has 
joined the agency as_ production 
manager. 


_Clopay Pushes New Shade 
Clopay Corporation, Cincinnati, 
is introducing its new reversible 
window shade, on sale at 5 and 10 
cent stores, with three newspaper 
insertions of 600, 300 and 200 lines, 
in a dozen of the larger markets. 
Headlined “Clopay Offers a Great 
New Window Shade Money Saver!”, 
copy mentions the 15 cent price. 


‘Bowman Leaves Seagram; 
| Agency Shift Indicated 


C. Luckey Bowman has resigned 
as advertising manager of Seagram 


Distillers Corporation, New York. 
No successor has yet been ap- 
pointed. 

Announcement of an _ agency 


shakeup is expected soon, according 
to a Seagram spokesman. 


Barnes - Chase Company, | 
decided, however, that grocers and | 
housewives would be patient about | 


_ "ee 


ARMY FACTOR 


Wot Fish 7S, wast 0-lcken 
od f TeREAST. 
LO TUM 
4 4 TAT - 
Fy You mean (0 say the 
BREAST-0'-CHICKEN babeme” 
BRAND TOMA FISH, — tos 
i'm oat of stock 
today, Mrs. Jones. iy in 
You see, the Govern- 
ment deetrcvans pat 
tuna in some of the 
army menes and (het 
takes an awlel 
fot of Toma! 


Well, we cortainly went the >a ‘a 
army te have the best. I'm ; i 


net blaming you, Mr. Snith, EST 
for my dsappovntment 
That's very considerate, 
Mrs, domes. This is just 
temporary, ('m sure. We've Sead for th 

is 
certainly going fe take 
good care of our many — RECIPE 
BREAST-0'- CHICKEN OK today 
The quant:'y left 
or distribution 
13 Strictly | ted 


The ffow ag im- 


fone 
fish in ou: rat00 
@ diet shroud 
Prompl you te 


Send for this COOKBOOK today! 
f WESTGATE SEA PRODUCTS 0. op ws. tor boy ca | 


U. S. Army use of tuna for its menus 

temporarily empties some = grocers’ 

shelves, Westgate Sea Products Co, ey. 

plains in this newspaper copy, which js 

a part of its new campaign to explain 
an unusual situation. 


Penn Shifts Personnel 


Penn Electric Switch Compan 
Goshen, Ind., has named J. R 
Netedu, formerly assistant advertis- 
ing manager of Fairbanks, Morse & 
Co., Chicago, advertising manage 
E. M. Ford, assistant advertising 
manager, and K. W. Cash, sales pro- 
motion manager. 


Uses Sales Book 

Trimble Nurseryland Furniture 
Rochester, has prepared a 24-pag 
booklet entitled “For You Wh 
Sell,” intended to assist retail sale 
forces in marketing the company’ 
nursery furniture. Charles L. Rum- 
rill & Co., Rochester, is the agency 


Maxon Adds Hulshizer 

Eugene Hulshizer, formerly ac- 
count executive with Kenyon & 
Eckhardt, New York, has_ been 
appointed by Maxon, 
handle the account of C. F. Muelle: 
Company, Jersey City. 


Tell Your Story. 
NEW HAVEN 


If, 


RESIDE IN 


*The Territory 
Completely Covered by the 


New Haven Register 


Write for Color Brochure 


New York, to 


MILLION PEOPLE | 


“REGISTER City” 


ALL-OUT 


. requires copy of 


chrome of full, rich, 


copy. 
The Chromart Colorp 


manence, 


PHOTOCHROME, 837 N. 


SUCCESS 


in Kodachrome Reproduction 


superlative excellence. 


Give your platemaker a Chromart Colorprint! 
Chromart is the only color print from Koda- 


carbro quality. And 


Chromart gives you all the well-known pro- 
duction flexibilities characteristic of fine flat- 


rint is on paper (not 


celluloid), has high color fidelity, great per- 


FAIRFAX, HOLLYWOOD 
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car Merchandising 
Must Not Slump, 
Weaver Tells G-M 


Research Official Warns 
Against Effects of Sell- 
er's Market 


New York, Oct. 29.—Despite the 
widely heralded “seller’s market” 
prought into being by production 
’ curbs imposed on the automobile 
industry, sharp merchandising cur- 
tgiiments can only bode ill for the 
future, H. G. Weaver, director of 
customer research, General Motors 
Corporation, warned this week in a 
message to the G. M. organization. 

Drawing a distinction between 
“demand” as portrayed by econo- 
H mists and the realities of business, 
_ Mr. Weaver declared that “anyone 
who has had any experience in 
practical sales work knows that it’s 
rare for a customer to come in and 
demand that he be sold an automo- 
bile—never mind how badly he 
may want it. 

“Generally speaking it doesn’t 
work out that way. Even when the 
buyer wants something the worst 
way he is likely to conceal his de- 
sires in order to protect or improve 
> & his bargaining position. He may go 
el to great lengths to impress the 
salesman that it’s a matter of in- 
ro- difference whether he buys or not. 


vied Be A 


Customers Won't Change 


“Even though a big car shortage 
should develop in 1942, we are 
likely to be disappointed if we ex- 
pect customers to come in and take 
them away from us. 

“Automobile buyers, over a long 
period of years, have been educated 
io the idea that they are entitled to 
ve sold on what they are getting 
fr their money. They are not 
going to get over this idea within 
just a few months. And it would 
be bad for us if they did, because 
present conditions will not last for- 
ever.” 

Mr. Weaver went on to emphasize 
the fact that neither loss of volume 
nor reduction of profits is the threat 
that 1942 holds. 

“The biggest thing that we stand 
a chance of losing is the ability and 
willingness to go after business and 
maintain the same _ organization 
spirit, morale and initiative that 
have earned for General Motors 
| dealers their prestige within the 
industry and their goodwill position 
with the automobile buying pub- 
lie.” 

Observing that “present condi- 
tions will not last forever,” the G-M 
research expert directed his verbal 
gunfire at theoretical concepts of a 
“seller’s market.” He pointed out 
that such a condition is supposed to 
exist when there are more custom- 
ers than there are automobiles to 
take care of them. 

Actually, however, “what may be 


SOLD BY THE WEEK 
IN ONE OR 43 CITIES! 


Whaley Taxiposters are sold 
on a weekly basis. Each ad- 
vertiser has exclusive show- 
ing on all available taxicabs 
in the city or cities selected. 
Average cost 10.4c per thou- 


a seller’s market in terms of broad, 
Overall averages, is not necessarily 


Reserves of Aged 
dealer at any one specific ime.” It Whiskies to be New 
is entirely possible, he continued, to | Schenley Theme 


imagine one dealer enjoying a 
seller’s market while another dealer | Cincinnati, Oct. 28—The large 
next door labors under the handi-| 
cap of a buyer’s market. 

“It would seem to be a safer 
working premise to lay our plans 
on the assumption that the only| in behalf of the complete line of 
seller's markets we are going t0| 99 brands. Plans were revealed at 


have will be seller’s markets of our | the eighth annual sales conference 
own making,” he said. ‘here last week. 


Calling for a series of full pages 

Joins “Time” Staff i 
Bob Strother, formerly in charge | inform consumers of the range of 
ages, proofs and types available, 


of Ford publicity for McCann- > hy 
Erickson, Detroit, has joined the | with copy emphasizing that Schen- 


editorial staff of Time in Detroit. 


reserves of aged American whiskies 
acquired by Schenley Distillers 
| Corporation will be the basis of the 
company’s first over-all campaign 


|ley products are “backed by the) 


According to 
S. D. Hesse, advertising manager, 
the youngest whisky component of 
the Schenley line is four years old. 
Timing of the copy will be arranged 
with regional marketing directors, 
with J. Stirling Getchell in charge. 

Campaigns on individual Schen- 
ley brands in newspapers and mag- 
azines will also bring out the 
importance of the aged whisky re- 
serves in copy stressing the various 
brand qualities. 


Issues Directory 


|in newspapers, the campaign will | 


Ahrens Publishing Company, New 
York, has issued the second annual 
Restaurant Buyer’s Directory, which 
replaces the October issue of Res- 
taurant Management. 


| 
} 


—_ . 


world’s largest reserves of aged Barnette to “Plastics” 
| American whiskies.” 


L. T. Barnette, formerly with the 
plastics division, ordnance branch, 
of the Office of Production Man- 
agement, has been named editor of 
Modern Plastics, New York. 


Sells Wisconsin Weekly 


Bert A. Gipple, who founded the 


| Republican, Galesville, Wis., weekly, 


45 years ago and has been 


its 
active head ever since, has sold the 
newspaper to Ward J. Risvold. 


Takes Post at J-W-T 


Harry C. Clarke, formerly maga- 
zine editor of the Star Weekly, 
Toronto, has joined the Toronto 
office of J. Walter Thompson Com- 
pany in an executive capacity. 


sportsmen thru and thru. 
favorite sporting magazine. 


in the entire outdoor field. 


They are sportsmen thru and thru. 


But we have reserved for you 
red blooded, two fisted sons of the great outdoors. 


SPORTS AFIELD is America’s largest selling outdoor magazine 
-- at more than a nickel -- with the lowest basic cost for space 


You'll find our readers are the leaders in their communities. 


They are your best prospects. 
tsa [peach of a market 
SPORTS /A\FIELD 444 MADISON AVE. 


- a 


Barefoot boys (future presidents?), the cane pole artists, so colorful in 
every community, are definitely not our kind! 


an attentive audience of 325,000 


They are real 


They lavish their purchases on friendly advertisers in their 
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Underwood & Underwood 


What vo concressmEN TALK ABOUT? 


One of the most frequently recurring phrases 
in the United States Senate and House of Repre- 
sentatives is “in this morning's Washington Post’. 


And very often the news item or editorial or special 
article referred to by the Congressman is read in 
full into the Congressional Record. In fact, dur- 
ing the first nine months of 1941 there were 147 
mentions of The Washington Post in the Record. 
That's a pretty good score: the top New York 

“paper got only 115, and the second Washington 
paper only 83. And the way that Congressmen quote The Washing- 
ton Post more frequently than they do any other newspaper in 


America is an indication of the interest with which official Washington 
reads [he Post. 


THEY TALK ABOUT YOU’, TOO 


Another thing that government officials talk about 
is your industry, perhaps even your own particular 
firm. Especially so in relation to National Defense. 
If you want to be sure that these men have the 
correct information about your firm's place in the 
nation’s economy, tell them about it in the paper 
they read and discuss: The Washington Post. You'll 
be in good company -Timken Roller Bearing has been doing it, and 
here are some others: Goodyear, General Motors, American Airlines, 
Ford, Wheat Foundation, Bethlehem Steel, Eastern Airlines, Pullman. 


A campaign of 12 half pages in The Washington Post will cost you 
less than $4,000. 


The Was 


ington Post 


| 


| list 


Tighten Control 
of Instalment 
Credit by Board 


Amendments Correct- 
ing Flaws Go Into Effect 
Dec. | 


Washington, D. C., Oct. 28.—The 
Federal Reserve Board moved this 
week to close one of the loopholes 
in its control of instalment credit 
by amending its rules to require a 
“purpose test” of cash lending 
| companies so as to prevent borrow- 
ers from obtaining better terms 
than are permissible if items on the 
restricted list are purchased and 
financed directly. 

This amendment, predicted by 
ADVERTISING AGE several weeks ago, 
| becomes effective Dec. 1, along with 
a number of others mainly of an 
| administrative and technical nature. 
All are designed to correct flaws 
|disclosed since credit control was 
|instituted Sept. 1. 

Under the “purpose test’? amend- 
ment, buyers of any of the products 
under control will no longer be able 
‘to get cash from a finance company 
land thus avoid the down payment 
| provisions under which all regulated 
commodities are sold. The borrower 
must specify to the lender the pur- 
pose for which the money is to be 
used, and if this purpose falls with- 


in the regulated list the lender is | 
at- | 


prevented from offering more 
\tractive terms than the rules per- 
|mit for such a purchase. 


| Allows “Add-on” 


Another amendment, the adop- 
tion of which was also predicted in 
these pages, is aimed at removing 
a hardship for furniture companies. 
The “add-on” practice in that field, 
heretofore banned, will be _ per- 
mitted under the amendment. This 
amendment means that if a store 
sells an instalment buyer a second 
lot of furniture before payments 
for the first lot are completed, the 


a separate deal, as required now, | 
or the combined credit may be paid | 
over a 15-month period providing | 
monthly payments are not reduced | 
as a result of the “add-on.” 

Other amendments include: All | 
instalment loans of $1,500 or less | 
which are not for the purpose of | 
buying an article on the restricted | 
are made subject to the 19- | 


/month maturity limit, except mod- | 
‘ernization loans where the figure | 


Represented by Osborn, Scolaro, Meeker D 
& Co., New York, Chicago, Detroit and 
St. Louis. George D. Close, Pacific Coast. joined the production staff of WJR, 


remains $1,000; down payments of | 
$2 or less will no longer be re-| 
quired, and the $5 minimum on 
monthly instalments, which was to | 
have become effective Jan. 1, 1942, 
is eliminated; extension of an in- 
stalment loan for the purpose of 
making a down payment on a re- 
stricted product is banned; all busi- 
iness loans are exempted from the 


\regulation unless they are for the | 


/purpose of buying an article on the 
\list; repayment of loans by farmers 
|may be scheduled at any intervals 
| SO long as one-half of the balance 
is paid within half of the maximum 
maturity period. 


Starts Unique Tie-in 


J. Walter Thompson Compan, 


additional credit may be treated as | 


Ballantine Radio 
Show Changes to 
NBC Blue Dec, |? 


New York, Oct. 28.—P. Bal! 


& Sons’ switch of its “Thre, Rin 
Time” program from the uty.) 
Broadcasting System to Nations) 
Broadcasting Company’s Blue pet. 
work will be effective Dec, 19, jp. 
stead of Nov. 7, as previoys) 


announced. The additional broag. 
casts will fill out the 13-week con. 
tract signed with Mutual. 

NBC’s acceptance of beer acyer. 
tising marks the first depa ture 
from its non-liquor policy. 

The brewer is expandin; its 
newspaper advertising to 140 news. 
papers in 108 cities, and is also y ing 
outdoor and point-of-sale displays 


IS 


the agency. 


Rep. Dies Sued for 
Libel by Publisher 


J. S. Potts, head of Southern 
Progress Publishing Company, 
Richmond, has filed a $100,000 |ibe} 
suit against Rep. Martin Dies jp 
district court at Washington, D. ¢. 
The complaint charges the Texas 
legislator with falsely imputing a 
Nazi character to Mr. Potts’ maga- 
zine, Southern Progress. 

Mr. Dies, chairman of the House 
committee on un-American activi- 
ties, mentioned the magazine in a 
publication called “The Trojan 
Horse in America,” issued a year 
ago. Mr. Potts asked the court to 
enjoin Mr. Dies from publishing 
this matter, and for $100,000 dam- 
ages. 


Mauger Joins OPA 

Harry J. Mauger, assistant to the 
president of Edison General Elec- 
tric Appliance Company, Chicago, 
has been granted leave of absence 
to serve as an industrial specialist 
in the division of consumers’ dur- 
able goods, Office of Price Admin- 
istration, Washington, D. C. 


EYE CATCHERS 


FREE PROOFS! 


| 


Commonwealth Telephone Com- | 
| pany, Madison, Wis., has released a | 


weekly and three daily newspapers 
in Wisconsin tying in with the 
state’s dairy industry. The objects 
of the campaign are to promote the 
dairying industry, help 
dairy products, help the state’s 
dairymen do a better job of defense, 
‘and to encourage friendship be- 
tween industrial Wisconsin and 
|dairying Wisconsin. The campaign 
will run for nearly a year, company 
|officials said, and insertions will 
appear every other week. The tele- 
| phone company had previously fea- 
‘tured Wisconsin’s tourist industry. 


Olson Joins WJR 
ave Olson, since 1929 on the 
of WCAE, Pittsburgh, has 


Detroit. 


new series of advertisements in 70 | 


improve | 


SAVE 80% ON 
PICTURE COST 


Eye*Catchers brings you pictures under 4 
unique plan that reduces the cost to unh«at 
of low levels. Smart, timely shots that 
posed in one of New York's largest st 
with famous high-priced models used in ! 
tional advertising. In Eye*Catchers you s** 
the best in pictures but you pay the / 


FREE OFFER: Send today for free P: st: 


* books and details of I) 
No obligations. 


EYE* CATCHERS, |i. 
10 East 38th Street, New York 
*Reg. U. S. Pat. Office. 


Catchers Plan. 
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FRESH MEAT : will appear weekly with the excep-|turers Forum, the meeting heard ain 
ae Dress Institute tion of New York where copy ap-|Danton Elf Perper, head of the Maine Sets Record for the 
pert MEW WILSOM ACHIEVEMENT IM TENDERNESS AND TasTE Extends Its Drive pears twice weekly. J. Walter group, attack the one-third of one 1941 season rose 12 per cent over 
a Ni Thompson Company is the agency.|per cent tax which manufacturers|last year to a record high of $108,- 
Ow 


peer, LAMB and VEAL 


INSIST UPON 


WILSON’S NEW 


Newspapers in some 125 cities printed 
this 1,000-line black and white copy 
Oct. 30 and 31, introducing Wilson & 
Co.'s new Gela Seald meats, having a 
gelatine coating, developed by the com- 
pany. Full page color copy appeared 
in the Chicago Tribune Oct. 31 and 
will be carried in the Saturday Home 
Journal Nov. 8. The 1,000-line ad ap- 
peared in two-color copy in 12 cities. 


C. H. Lang, Former 
AFA Head, Named 
G-E Vice-President 


Schenectady, N. Y., Oct. 29.—A 
name long familiar to advertising 
circles, Chester H. Lang, was among 
the five an- 
nounced this 
week as new 
vice - presiderts 
of General Ele:- 
trie Company 
Mr. Lang, now 
vice-president in 
charge of de- 
fense activities 
and apparatus 
sales for the 
company, was 
president of the 
Advertising Fed- 
eration of Amer- 
ica in 1934 and 1935 and later 
chairman of its board. 


Distinguished Career 


The promotion marked another 
honor in a distinguished business 
career for Mr. Lang, who joined the 
General Electric Company as a 
traveling auditor in 1919, after 
service overseas. In 1922 he was 
named assistant manager of the 
publicity department, and served 
from 1926 to 1932 as comptroller of 
the budget. In 1932 he was named 
advertising manager and manager 
of radio broadcasting. In 1940 Mr. 
Lang was appointed apparatus sales 
manager and shortly afterward 
chairman of G-E’s defense coordi- 
nating committee. 

Others named vice - presidents 
with Mr. Lang are Walter R. G. 
Baker, David C. Prince, Elmer D. 
Spicer and Harry A. Winne. 


Chester Lang 


DEPENDABLE 
MARKET RESEARCH 
TABULATING 


Complete facilities and long ex- 
perience enable us to meet the 
exacting demands of agencies, 
publishers and marketing 
analysts. 


Send for your copy of the Book- 
let entitled “Economy in Mar- 
ket Research.” 


RECORDING & STATISTICAL CORP. 
192 Maiden Lane, New York. N.Y. 


BOSTON CHICAGO DETROIT 
MONTREAL TORONTO 


to Entire Country 


New York, Oct. 28.—The New 
York Dress Institute will extend its 
campaign to combat the one-dress 
wardrobe evil from New York to 
newspapers throughout the country 
Nov. 3 when 39 newspapers in 34 
cities will be added to the schedule. 
Supplementing current magazine 
promotion, the campaign began 
Oct. 13 in six New York news- 
papers. 

Copy will continue to feature 
“One-Dress Beulah” in cartoons by 
Kay West. Insertions of 300 lines 


FIGHT LOOMS OVER 
DRESS INDUSTRY DRIVE 


New York, Oct. 28.—New York 
dress manufacturers opposed to the 
industry’s $1,500,000 advertising 
campaign took steps toward legal 
action last night when more than 
$5,000 was pledged to retain coun- 
sel. The group will attempt to 
enjoin the New York Dress Insti- 
tute from collecting further funds 
for its promotional activities and 
prevent the union from closing its 
factories. 

Sponsored by the Dress Manufac- 


pay for the Institute’s labels. Deny- 
ing an anti-labor attitude, Mr. Per- 
per said that the union should con- 
fine its activities to its own sphere 
and not interfere with the manu- 
facturers. More than 250 members 
of the trade attended. 


To Name Committee 


A committee representing each 
dress association which signed the 
collective agreements will be named 
to decide on further procedure. 
The Institute’s campaign is em- 
bodied in the contract signed by the 
union and the association. 


760,000. The previous record was 
chalked up in 1937, when the figure 
was $105,000,000. Officials com- 
mented that the gain might have 
been greater if the end of the sea- 
son had not suffered from the gaso- 
line curfew imposed along the East- 
ern Seaboard. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


440 8S. Dearborn St. Wabash 8655 
CHICAGO 


ignore. 


0.5 millivolt area and 74% of them actu- 


CEDAR RAPIDS - WATERLOO 


leas gv geet® 
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HE spiral of lowa farm prosperity is still going up, cash 
farm income will be the greatest since World War I, now 
estimated at more than $815,000,000. Add another $800,- 
000,000, the estimated industrial income for 1941 in the 
Tall Corn State, by far the largest in the State’s history, and 
you have a total of more than a billion and one-half, a 


ready money market that no alert advertiser can afford to 


And because Radio Station WMT is located in the center 
of concentration of the largest cities in lowa, with the best 
wave length in lowa, 600 ke., almost all of 


lowa’s industrial workers live in the WMT 


74% of Iowa’s well paid 
industrial workers live in 


the WMT primary area* 


ally live in the WMT primary area. 


The 500,000 people in 


these cities and the million other Eastern Iowans on farms 


and in small towns depend on WMT for their radio service. 


WMT is the dominant station in the area. 


With this one 


station you can reach more important trading centers in this 


area at a fraction of the cost of any combination of stations 


covering the same markets. 


Money is flowing freely in the corn country now. Reach 


these markets and reap a greater return from your adver- 


tising dollars spent in the Middlewest by using WMT. 


Write today for complete information. 


*0.5 Millivolt Area, White 


ve WAT) Po ge 


CBS Primary Outlined in Red. 


A COWLES STATION 
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A Job for Management 


The joint meeting of the Associa- 
tion of National Advertisers and the 
American Association of Advertis- 
ing Agencies at Hot Springs next 
week is more than an ordinary get- 
together of advertising and agency 
executives. It is to be devoted to 
a discussion of the public relations 
problems of advertisers, as crystal- 
lized in the numerous proposed 
governmental restrictions on adver- 
tising and the public sentiment 
which seems to be reflected in 
actions of that character. 

Because it is such a basic prob- 
lem, involving as it does not merely 
what the public thinks about 
advertising, but what it thinks 
about business, major executives of 
companies which regard advertising 
as a valuable and essential part of 
their distribution programs should 
participate in the discussions. If 
basic business policies, carried out 
through advertising and_ related 
marketing activities, must be de- 
fended in any justification of adver- 
tising, then the men responsible for 
the management of the major enter- 
prises responsible for such a large 
part of today’s advertising volume 
have more than an academic inter- 
est in the definition of the problem 
and its solution. 

Advertising executives share 
the responsibility for the establish- 
ment of fundamental business poli- 
cies, and there is no disposition on 


their part to shirk that responsi- 
bility nor to refer to general man- 
lagement the final decision about 
‘what business must do to regain 
full public acceptance. But it is 
vital that in any discussion of the 
basic problem there be a meeting of 
minds on the question of why 
advertising is being criticised, why 
business no longer is considered 
capable of solving national eco- 
nomic problems, and what can be 
done to rehabilitate both business 
and advertising in the minds of 
130,000,000 consumers. 

Any analysis of the attitude of 
the rank and file of American citi- 
zens toward business and advertis- 
ing relates itself immediately to the 
|question of whether government or 
business can best solve the prob- 
lem of security, in terms of jobs, in 
terms of getting the goods and serv- 
ices which Americans want, and in 
terms of substituting prosperity for 
depression. Advertising has been 
criticized largely because it is the 
voice of business, and _ business, 
from the viewpoint of the public, 
has failed to make good in some of 
its primary responsibilities. 

That is why we hope general 
|management will be represented at 
‘Hot Springs, and why we believe 


in |the solutions to the problems now | 


facing advertising will be related 
‘directly to the equally pressing 
iproblems of business as a whole. 


What to Do About Packaging 


The Wm. Wrigley, Jr., Company 
has made a fine statement of its 
packaging policies in view of the 
requirements of national defense 
and the need for changing packag- 
ing materials so as to eliminate 
those which play a part in the pro- 
duction of airplanes, guns and arm- 
ament. 

“There are many good substitutes 
for wrappers,” the cOmpany ex- 
plained, “but there are no substi- 
tutes for aluminum in airplanes. 
That is why Wrigley welcomed the 
opportunity to cooperate with the 
government by using, as a substi- 
tute for aluminum foil in its gum 
packages, wrappers made of tin and 
composition foil which have the 
same appearance and _ protective 
qualities.” 

Paving the way for acceptance of 
substitute materials in the packages 
of all products, Wrigley points out 


that “frills in packaging are not 
important” and tells retailers, 
“Your customers enjoy the gum, 


not the wrapper.” 
We believe that this attitude is 
the only sensible one which can be 


|taken by any business. At the same 


time it should be emphasized that 
|jthe present emergency presents a 
challenge to the ingenuity of manu- 
facturers to develop substitute ma- 
terials which, as in the case of the 
Wrigley company, supply necessary 
protection for the product along 
with the attractive appearance 
which is such an important part of 
modern merchandising. 

It is entirely possible that the 
intensive study of packaging meth- 
ods and materials induced by short- 
ages of certain types of wrappers 
will lead to an actual improvement 
in one direction or another. That 
|is the usual result of research and 
a new approach to technical prob- 
lems. Frills in packaging cannot 
be justified even in normal times 
except by demonstration of im- 
proved service which they make 
| possible, and a good package which 


: 
meets merchandising standards and 


lat the same time represents econ- | 


lomy and conservation of materials 
|may turn out to represent an im- 
provement which will be adopted 
;as permanent. 


THE OPEN SEASON ON FALL CREATIONS 
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This Week 


"I'd like just one shot at my wife's new hat!" 


Takes the Prize 
Advertising, says Ray Mithun of 


To prove it he submits the 
which 


STAR JOURNAL___ 
HELP WANTED—WOMEN 


copy. 
want ad reproduced here, 


salar You get a room 

Country uae sovie passes and 
give you movie for you 

a friend once or twice a week. Not bad, 

? Frankly, we think it’s one of the 

t household jobs in 

with the Mt wa 

w e Ts., an y. 

Fl last _sirt —— — sta four years, 

e KO ?, darn Tha 

speaks well doesn't iit” _ 7 

IRL, 22 to 32, neat, althy, de a 

for 2nd work, references i fred. r 

full time or Bible student “for board a 


| 

‘ran in the Minneapolis Tribune and 

| Star Journal, and the following box 

score On results: 
313 replies, and more coming 

| in one week after the ad ap- 

| peared. (The Mithun phone 

| was left off the hook for four 

hours the second evening.) 

| 9 long distance phone calls. 

| 1 wire from a mother 250 miles 

| away, imploring that no deal 
be closed until her daughter 
could arrive on the scene. 
35 interviews arranged, 
girl hired, four others 
with friends. 
If you've tried getting a 

recently, you'll understand 

this means. 


one 
placed 


maid, 
what 


Pronunciation 

WIBG, Glenside, Pa., passes on to 
us a commercial written by pro- 
gram_ director 


commonly 
nouncers 


mispronounced by 
and other talkers. 


an- 
We 


Doug Arthur to) 
demonstrate a group of words most | 


pass it on to you, but don’t ask us| 


why Mr. Arthur picked these par- 
ticular words. We know no more 
than you about his choices, which 
are italicized: 

“Try Whozis cough syrup, made 
from a genuine old New England 
formula, and today recognized as 
lone of the nation’s leading cough 
preventives. Whozis cough syrup 
enjoys a tremendous popularity, 
and authoritative sources claim that 


Ad-libbing 


and riding breeches, all have need 
of Whozis! To get that much 


Campbell-Mithun, Minneapolis) needed respite and relief during an 
agency, has the gol darnedest way of @mnoying cough ailment, try this| was overheard to say that nobody 
paying when you run the right | Superior preventive. Address your | reads anything but its comics and 


inquiries in response to this ad- 
vertisement to Whosis, Winding 
Creek Road, Split Lip, Ohio. We 
will finance dealers. Listen again 
Monday for a similar program.” 


No Gamble 


The Lexington Herald, published | 


in the heart of Kentucky’s Blue 
Grass and horse racing section, a 
year ago offered to give its paper 
away free “any day a Bluegrass- 
bred horse does not win.” This 
full-page advertisement from the 
Oct. 18 issue of the Herald pro- 
claims that the offer stands for an- 
other year, and that during the first 
twelve months there was not a 
single opportunity for readers to 
get their papers free ...a Blue- 
grass thoroughbred (or several of 
them) came home in front at some 
track or other every racing day of 
the year. 

On the basis of its first year’s op- 
eration, the Lexington Herald has 


=--* They re Even Better Than We Thought! 


Lexington Herald's Offer of “Free Papers 
Any Days Horse Does Not 
Win” Has Stood « Year Without « Pay-Oft. 


=F : 


THE LEXINGTON HERALD 
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Information 
for 
Advertisers 


| The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nat nal 
advertiser or advertising agency 
executive writing on his busines: 
letterhead. 


| 
| No. 1894. Designing 
| Publication. 
| The Advertising Roundtable o; 
|Southern Michigan has put into 
| booklet form a speech by H. J. Hig- 
don, editor of the “Phoenix Flame,” 
on the importance of good design 
in the house publication, described 
as a “cordial invitation to read” 
The text discusses selection of 
typeface, spacing, size and propor- 
tion and the organization of these 
| elements. 


No. 1895. The Jewish Culture. 

Joseph Jacobs Jewish Market Or- 
ganization has issued this booklet, 
which contains an interesting col- 
lection of information about Jew- 
‘ish law and tradition, materia] 
‘which is pertinent to marketing in 
|relation to the Jewish field. An 
'abridged five-year calendar lists the 
dates of important holidays, while 
the subject matter describes the 
various ceremonies and _ practices 
and the buying habits applicable to 
them. 


No. 1896. They 
About Us... 
“Not mad, just terribly hurt,” is 
the way The Star Weekly, Toronto, 
describes its feelings when someone 


the House 


Were Talking 


| roto section. After an understand- 
|able period of brooding a coast-to- 
|coast survey of the Dominion was 
made, and results tabulated in this 
attractive book. Readership per- 
centages are shown for the various 
sections of the paper by location, 
age, income and occupation. 


No. 1897. Gits Plastic Products. 

Gits Molding Corporation has 
issued this catalog, which illus- 
jtrates and describes a variety of 
|plastic novelties, gifts and special- 
| ties. 


No. 1853. Cross Country Inventory. 


Since publication of its Cortland 
|County, N. Y., study some time ago, 
Farm Journal and Farmer’s Wife 
has issued a number of other books 
containing material from the entire 
country. These include a Cross 
Country Inventory — General Data; 
Food Products; Automotive; Baby 
Products; Household Goods; and 
|Cosmetics-Drugs. The studies show 
farm family ownership and pur- 
chases in these classifications. 


No. 1823. Appliances on Farms. 


The extension of rural electrifi- 
| cation with a consequently broad- 
/ened market for electric appliances 
|on farms is brought out in this new 
'study, issued by The Curtis Pub- 
lishing Company. The findings 
show, among other things, that 
farm families are buying electric 
and gas appliances as rapidly as 
electricity or gas service is avail- 
able; that they are brand conscious, 
and that volume sales are going to 
|manufacturers and dealers who 


|consistently cultivate this market 
| 


No. 1833. 


Zones of Influence. 
| County tabulations of occupied 


an even better gamble than the St.| dwelling units, circulation and re- 


in their expert opinions it has no| 


equal. The housewife going about 
|her daily tasks, the dictator leading 
his army, the horseman’ even 


Petersburg Independent, which for 
31 years has offered its edition free 
every day the sun doesn’t shine on 
that Florida city. During the 31- 
year period, up to Oct. 24 of this 
year, the Independent has distrib- 


uted 144 issues free—an average of 


about 4 2/3 issues a year. 


Jottings 
Shortage of clothes hangers has 


tail sales, with accompanying maps, 
|indicate the zones of influence of 
| the Oklahoman and Times, Okla- 
/homa City, in this folder issued by 
|The Katz Agency. 


|No. 1859. WHBF 
Cities. 
Radio Station WHBF has issued 
this folder, which contains a map 
of the station’s coverage, with a 


and the Tri- 


‘caused Unity Dye Works of Mil- | tabulation of vital statistics for the 


| 


waukee to advertise that it will pay 
one-half cent each for wire or wood 


|though warmly dressed in sweater ' hangers in good condition. . . 


| primary area and for the Daven- 
| port-Rock Island-Moline metropoli- 
jtan district. 
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Manual Training 
leachers Object 
of Kleenex Drive 


Unique Project Service 


Aims at  School-Built 
Dispensers 
Chicago, Oct. 30.—International 


Cellucotton Products Company has 
yndertaken a unique venture into | ; 
industrial arts 
to promote its Kleenex. A new 
project service is being launched | 
through industrial shop magazines 
encouraging manual training teach- 
ers to get students to make Kleenex 
tissue holders, for which the com- 
pany will provide free 200-sheet 
fillers. 

The novel promotion is being 
handled chiefly by mail, the only 
advertising insertions to date being | 
a double page, two-color insert in| 
the October and November issues | 
of Industrial Arts and Vocational | 
Education. The insert tells instruc- 
tors of “Free plans for useful | 
Kleenex tissue dispensers! Designed | 
for elementary and_ secondary) 
school levels.” 


Copy describes the two portfolios | 
and | 
one for secondary levels of shop) 
work—and a business reply card is) 
included which may be used by an | 


—one for elementary levels, 


structors in getting the portfolios | 
free of charge. Otherwise they sell | 
at 10 cents each. 


Timed for School Openings 


The portfolios are paper-bound, | 


with loose-leaf diagrams of each of 
six different dispensers, some in 
book, nursery wall box, and utility 
box form. All designs in the port- 
folios were shop-tested and drawn 
by Sam Brown. Many of the fin- 
ished products are illustrated by 
photographs. 

The promotion was timed to coin- 
cide with the opening of schools all 
across the country, and the touch of 
interesting youngsters in making a 
Kleenex dispenser to take home to 
Mother has obvious advantages. 
Factory-made dispensers provided 
as premiums or sold for a nominal 
charge are often discarded, but a 
memento of the offspring’s handi- 
craft has a way of sticking around 
the house, no matter how it clashes 
with the decorating scheme. 

Plans for the project service were 
drafted in June by Walter F. War- 
den, who was borrowed from the 
company’s sales staff, and Lord & 
Thomas, the Kleenex agency. Larry 
E. Meyer, advertising manager, who 
has kept the projects under his 
supervision, told ADVERTISING AGE 
that the company was well pleased 
with the response, some _ 2,500 
schools having requested copies of 
the portfolios. 

Under the present setup, Inter- 


To Reach the 
Farm Market Use 


Uewscotor 


and R. F. D. 


Low-cost color printing plus 
low-cost R. F. D. mailing equals 
a bargain in advertising to rural 
markets. Send for copy of News- 
color self-mailing piece illustrat- 
ed. See how well-printed News- 
color fits the farm advertising 
Situation and stretches the ef- 
fectiveness of limited advertis- 
ing budgets. 


' national Cellucotton salesmen 


are 
not following the project service 
promotion, which will continue to| 


be handled by mail and shop maga- | 


zine insertions. Plans for continua- 
tion next year have not been de- 
cided upon, Mr. Meyer said. 


Y & R Advances Davis 


George W. Davis, Detroit Office 
manager for Young & Rubicam, has 
been named vice-president of the 
agency. He will reneain the agency’s 
Detroit manager. 


Loomis Joins Agency 


SS a Loomis, for the past five 


years supervisor of Acme beer sales 
in Los Angeles, has joined Lock- 


and manual training | wood-Shackelford Advertising 


Agency, Los Angeles. 


Katz ‘Kat’ Features 


Annual Million 
Dollar Sale 


Kansas City, Oct. 30.—Katz Drug 
Company is readying for its annual 
|\“Million Dollar Sale” promotion 
which will employ every type of 
medium, plus contest and coupon 
deals, and feature a _ cat-naming 
contest. 
| The annual sale, now in its 11th 
|year, was originally designed as a 
pre-Christmas sales stimulant, but 
is now the year’s biggest sale for 
the 18-store chain. It will continue 
for one month. 

Newspapers will carry the bulk 
of the promotion, with 131 full- 


page advertisements scheduled in 
Midwestern newspapers in addition 
to the annual $343,000 newspaper 
advertising budget. Four Kansas 
City stations, KCKN, KMBC, WHB, 
and WDAF, will carry 1,540 spot 
announcements over a_e 10-week 
period. 

Three broadcasts of Big Six foot- 
ball games are also included. Out- 
door posters and movie trailers will 
be used in the Kansas City area. 

Noted for promotional stunts, the 
company’s promotion this year will 
feature a naming contest for the 
Katz trademark, a cat whose Mona 
Lisa countenance has beamed from 
Katz advertisements for 26 years. 
Prizes this year will be an automo- 
bile and 50,000 dimes. 


Elects Terry Mitchell 


Mason - Dixon Industrial Adver- 
tisers, Gettysburg, Pa., has elected 
Terry Mitchell, Frick Company, 
Waynesboro, president for the com- 
ing year. Other officers elected are 
Lewis H. Wessinger, Folz-Wessin- 
ger, Lancaster, vice-president; Ger- 
ald G. McKelvey, Frick Company, 
secretary; and William H. Hart, 
William H. Hart Company, York, 
treasurer. 


ARE YOU USING 
CARRY-OVER 
ADVERTISING? 


See Pg. 31 
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Sees Opportunities 
for Advertising 
in Defense Crisis 


With all users of paper cooperating, 


Mr. McKenna is hopeful that the 
industry will be able to ride the de- 
fense tide with no one organization 
suffering unduly. 

He urged members of the UTA 
to sell customers on the idea of 
using lighter stock where possible 
and stock in standard sizes. He 


urged them to use up fancy stock. 


Conserving of Printing 
Supplies Advanced as 
Major Problem 


He outlined the plan the OPM is 
putting into effect in which paper 
inventories will be based on in- 
ventories from 1936-39. He urged 


'the saving of waste paper and the 


‘cutting down of the 10-30 per cent 


Chicago, Oct. 29.—The first chal- | 
lenge of priorities to the sales in-| 
telligence is the need for creating 
new features in the customer’s 
product at a time when conditions | 
are pushing for uniformity, the) 
United Typothetae of America was | 
told at its annual convention here | 
today by A. E. Giegengack, public | 
printer of the United States. Like | 
many of the other talks, Mr. Gieg- | 
engack’s was hinged to the defense | 
effort and its effect on the printing | 
business. 

While perfectly aware of the 
many obstacles facing the industry, 
as well as all other industries, at 
this time the Washington official 
also saw many bright spots which 
hold promise for the future of ad- 
vertising and sales promotion. 
“Even without the frills of yester- 
day’s luxury, the customer’s pack- 
age must still be different,” he said. 
The business man will “still have 
the problem of attracting the buyer 
to his specific commodity, if only 
for the reason of keeping him from 
forgetting it and even though the 
visual evidence of difference has 
been lessened by the removal of 
superficial materials that formerly 
established its identity.” 

“The danger of losing good will 
must ever be kept before the manu- 
facturer’s and the vendor’s cus- 
tomers through the medium of ap- 
propriate advertising and printing 
skill,” continued Mr. Giegengack. 
“The increased tempo of business in 
the United States resulting sub- 
stantially from the functioning of 
the defense program also provides 
new opportunities for the advertiser 
and the printer. Our graphic arts 
business leaders should take advan- 
tage of this situation so as to ac- 
quire for themselves their impor- 
tant share of this business. 


Can Keep Contacts 

“There are added reasons for 
keeping the wires to these new 
customers and to prospective peace- 
time customers open. In many in- 
stances, the defense emergency will 
expand present productive facilities 
without at this moment expanding 
the volume of civilian sales. But 
those civilian sales will be all-im- 
portant after the emergency is over | 
and through advertising the con- | 
tacts can be retained unbroken and | 
unimpaired.” 

The problem of paper and other | 
shortages, presented by Norbert A. 
McKenna, chief of the pulp and 
paper commodity section of the Of- 
fice of Civilian Supply in the OPM, | 
this morning, was seconded in many 
particulars by Mr. Giegengack. 


| 


(Advertisement) 


KDKA (Now on Red) 
Cuts Birthday Cake 


It was just 21 years ago that a/| 
radio station out in Pittsburgh | 
broadcast the Harding-Cox election | 
returns to a comparative handful of 
wireless fans in the vicinity —an | 
event sufficiently amazing to win | 
national notice at the time. | 


Today that station, KDKA, is a| 
household word in _ millions 
homes in and around Pittsburgh— 
and today, too, thanks to its recent 
affiliation with the NBC Red Net- 
work, it is adding new laurels (and 
new listeners) to its already large | 
collection. 


KDKA and the Red’s daily fare | 
of top-flight programs is a winning | 
combination for advertisers in the | 
Pittsburgh market-——just as the Red 
Network’s combination of leading | 
programs and leading stations is a 
winner for those who wish to do 
their radio selling job most effec- 
tively on a nationwide scale. 


| 
| 
| 
| 
| 
| 


of | 
| 


ee 


paper waste in printing establish- | 


ments. He announced that a poster 
is being prepared, for release in a 
couple of months, promoting the 
saving of paper. 
“Keep Old Machinery” 

“Hold on tight,” Mr. McKenna 
urged his listeners. 
many a hopeless hour in the months | 
to come. Don’t be complacent. Re- | 
member that the war will be over | 
and America will be the greatest | 


nation on the face of the earth. Tell 


|;your workers to save their money. 


Save it yourself. Repair your ma- 
chinery. Don’t buy new machinery 
—you won’t be able to get it any- 


| way.” 
He forecasts that the printing in-| 
dustry will lose considerable of) 


its help to defense industries. He 


urged that this flow not be resented | 


“because we have a war to fight.” 
He called it a test of industrial de- 
mocracy, including the present 
emergency as well as the post-war 
era when labor will flow back to 
the printing industry. 

Protesting that under the guise 
of providing free amusement, the 


|radio networks, operating as a gov- 


ernment beneficiary, have cost the 


| jobs of thousands of previously em- 


ployed printers, John B. Haggerty, 


|chairman of the board of governors 
“You'll meet | 


of the International Printing Trades 
Association, urged yesterday that 
radio stations be forced to pay an- 
nual excise taxes of approximately 
10 million dollars. Much of the ad- 


a 


vertising which previously went|Kansas City, Mo. and John A. 
into printed publications has been|Bresnahan, legal counsel for the 
won over by radio, he charged, due | UTA. 
to what he termed “the granting of| Otis W. Johnson, Washington, 
illegal rebates and volume dis- | D. C., was elected president to suc- 
‘counts to large advertisers, a con- | ceed Walter B. Reilly. Other new 
dition contrary to federal laws.” poem aves Raymond Blattenber- 
Thomas Roy Jones, president, |r Philadelphia; S. Toof Brown, 
American Type Founders Company, | Memphis; William R. Brown, Kan- 
Elizabeth, N. J., urged printers not | 545 City; William T. Grieg, Minne- 
‘to hoard metals and to return sal-|@POlis, and Chester A. Jaqua, Grand 
|vage materials as rapidly as pos- | Rapids, vice-presidents, and Ivan R. 
sible for re-use. Other speakers on |Dreschler, Baltimore, treasurer. 
the supply problems facing printers a Sa 
|were Elmer G. Voigt, vice-presi- 


| Merges Pa. Newspapers 


'dent, Western Printing and Litho-| The owners of the Derrick, 0jj 
graph Company, Racine, Wis.,|City, Pa., have acquired the Oil City 
and John B. Davis, chief of the | Blizzard, which will now be printed 
‘protective coating section, OPM. lat the Derrick plant as the Svening 
Other speakers included: Lester i |eomponent of a morning-evening 
Oswald, treasurer, E. F. Schmidt — ms 


| Company, Milwaukee; Thomas But- Gets R D Schoenbrod 


ler, vice-president and_ treasurer, 
heb 5 inti ’| Robert D. Schoenbrod, formerly 
|Herbick and Held Printing Com a partner of Shapiro, Feinber; & 


|pany, Pittsburgh; Arthur A. Wetzel, Schoenbrod, Chicago, has been 
| vice-president and manager, Wetzel i : 
| Brothers, Milwaukee; David S. 
| Veitch, Security Printing Company, 


named head of the sales and adver- 
tising department of Standard )is- 
tributing Company, Chicago. 


The Story of ° 


This is November—and our Birthday Month: 


The Fifteenth Birthday of the NBC Red Network 


—But this isn’t just a story about us. 


When the President speaks to the people... when 


the destiny of the nation rests with the people 
... or when the people want to be told 
The facts that a people should hear. 


This story is about some things that grew up with us 


Between two Novembers, 15 years apart... a story 


that’s bigger than we are, 


And we know it. 


It isn't only something on a calendar. 


And it isn’t the sort of thing that you can analyze 


By counting the 


colored counties on a map. 


Though a map’s one way to look at it... 


A map can show you how, for instance, 


In nearly every county of America, 


We can bring our people together, as into one room 


—QOut in Montana, down in Rhode Island, across the 


plains of Texas— 


{ 
i 
Y a 


Yes—and a map can make you feel, perhaps, 

How rich and poor, strong, weak, young, old 

(But Listeners all!) 

Are gathered today into a transcendent unity 

Beyond achieving in that other November 

15 years ago. We have removed forever 

Cracker-barrel sectionalism . .. misunderstandings 
between City and City, State and State. 

And something has been born that was not here 
before. 


Other generations may have dreamed 

What these last 15 years have made come true: 
The pioneer, rolling westward through days of dust 
And days of snow, 


May have dreamed how some day we should end 
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Construction of the two 50,000 
wott transmitters for the new Co- 


lumbia Broadcasting System Latin | 


American network is now more 
then 85 per cent completed. The 
meximum-powered stations with 


eight directional antennas are lo- 


cated at Brentwood, Long Island, | 


and will use the call letters WCBX 
and WCRC. 

Seventy-two Latin American sta- 
tions have signed full affiliation 
contracts with CBS and negotia- 
tions with other outlets are under 
way. Delay in opening the chain 
was necessitated by national de- 
fense priorities which made it diffi- 
cult to secure some of the essential 
equipment. 


Promotes J. H. Lide 


Jesse H. Lide, formerly assistant 
advertising manager of the com- 
pany’s merchandising division, has 
been named assistant general ad- 


vertising manager of the Westing- | 


house Electric & Mfg. Company, 
Pittsburgh. 


Views on Ads, 
Smith Reveals 


(Pictures on Page 35) 

Del Monte, Cal., Oct. 27.— Cur- 
rent adjustments between labor and 
management and their relation to 
advertising were outlined before 
the Pacific Council of the American 
Association of Advertising Agencies 
here last week by Guy C. Smith, 
chairman of the board of the Four 
A’s and executive vice-president of 
Brooke, Smith, French & Dorrance. 

“In the heat of the fast social and 
economic changes occurring these 
days,” he said, “the national income 
is spreading further and further 
down the scale and the voice of 
labor is growing constantly more 
powerful. The inevitable conflict 
between management and _ labor, 
relative to hours, working condi- 
|tions and other issues, sometimes 
‘completely obscures the fact that 


|labor is an integral part of the 
|capitalistic system; that the Ameri- 
/can working man has relatively the 
|same stake in preserving the system 
as all the rest of us have. Today, 
j|many key labor leaders know that 
the income of labor depends on 
total national income and that the 
only way to increase this income is 
to increase production.” 

| As evidence of a changing atti- 
‘tude on the part of labor, Mr. Smith 
mentioned the contribution by the 
International Ladies Garment 
| Workers Union of $100,000 to an in- 
dustry advertising fund to widen 
the scope of the market ‘and im- 
prove the employment outlook for 
that 


industry. “Perhaps you may 
| find equally effective ways of help- 
jing rank and file employes to 


junderstand how directly advertis- 
ing not only affects their welfare as 
consumers but the stability of their 
jobs, their wages and their future!”, 
he added. 

Dan B. Miner, Dan B. Miner 
Company, Los Angeles, was named 


chairman of the council, with! 
Joseph R. Gerber, Joseph R. Gerber 
Company, Portland, Ore., vice-| 
chairman, and Terrell T. McCarty, 
the McCarty Company, Los An- 
geles, secretary -treasurer. Ray- 
mond Kelley, Syverson - Kelley, 
Spokane, and James Knollin, 
Gerth-Knollin Advertising Agency, 
San Francisco, were elected as gov- 
ernors, The newly-established ad- 
visory committee, consisting of 
former chairmen, will be headed by | 
William Horsley, Pacific National 
Advertising Agency, Seattle. 


Post Joins Murphy 

Carl M. Post, formerly with Nash- 
Kelvinator Corporation, has been 
named advertising manager of 
Murphy Products Company, Burl- 
ington, Wis. 


Shifts Vernon Myers 

Vernon C. Myers, formerly visual 
research director of Look, Des 
Moines, will join the magazine's 
New York sales staff Jan. 1. 


The isolation of geography, 
Binding New York 
light: hurtling darkness and storm; and through 


to Cheyenne with the speed of 


wind and lightning speaking 


From the Atlantic to the Pacific, with 


One voice 
To one nation 
Indivisible! 


But the story isn’t only in the maps... 


It’s in the people, after fifteen years. 


It’s a pattern in the people. 


One-fourth of our 


Broadcasting 


people have lived with Network 


Since the day they were born... 


And more than a third of us have lived with it 


Since we were five years old. 


Count that, when you measure 


The strength, the power, the influence 
Of Network Radio today 


On the minds of Americans! 


It’s a pattern in the people. . 


. Look around you. 


It's a pattern in their living: their waking, their work- 


ing: their leisure and laughter: their dancing and 


buying. They get up to network radio, and they go 


to bed to network radio. 


It's a habit ...and you can't erase it. 


During these 15 years, the NBC Red Network has 


become a part of America. 


It belongs. 


Let's say it simply:— 


For 15 years, the National Broadcasting Company 


has been proud of its job. It's been a big job, and 


we've tried to give our best to it. We must have. 


For the network the country listened to first is still 


the network most people listen to most! 


L NETWORK 


The Network MOST People Listen 
THE NATIONAL BROADCASTING 


A Radio Corporation of America 


to MOST 
COMPANY 


Service 


a 


| 


Washington, D. C., Oct. 29.—New 


Adopt New Rules 
for Packaging, 
Labeling of Wine 


Treasury Regulations to 
Become Effective in 
Two Years 


| regulations governing the packag- 
jing and labeling of wine and re- 
quiring the adoption of a standard 
| wine container which meets three 
ibroad_ specifications have been 
adopted by the Treasury Depart- 
ment, but will not take effect for 
two years. 

The new rules take the form of 
amendments to the Federal Alcohol 
Administration act. Among other 
things, they set up “standards of 
fill” which must be met in all sizes 
of containers and make mandatory 
label statements of net contents 
according to a prescribed method. 

The amendments include one 
which states that “no person en- 
gaged in business as a_ producer, 
rectifier, blender, importer, or 


: | wholesaler of wine, directly or in- 


directly or through an affiliate, shall 
sell or ship or deliver for sale or 
|shipment, or otherwise introduce in 
paseaer tng or foreign commerce, or 
receive therein, or remove from 
custody, any wine unless such wine 
lis bottled or packed in the standard 
| wine containers herein prescribed.” 


Must Not Mislead 


The specifications for “a stand- 
ard wine container” stipulate that 
“it shall be so made and formed as 
not to mislead the purchaser.” Mis- 
leading containers are defined as 
those of which the “actual capacity 
is substantially less than the ap- 
parent capacity upon visual exami- 
nation under ordinary conditions of 
purchase or use.” 

The “headspace,” or amount of 
the container which is not filled 
with wine, is limited to 6 per cent 
of the capacity of the container 
after closure if its net contents are 
two-fifths of a pint or more, and to 
10 per cent of capacity for all other 
containers, 


Specifically exempted from the 
jregulation calling for a_ standard 
container is the type of liquor 


|known as sake, products packed in 
containers of five-gallon capacity or 
greater, imported wine in original 
| containers, and wine domestically 
|bottled or packed before the effec- 
tive date of the regulation, provid- 
}ing such wine bears a label or con- 
tainer statement of net contents 
and the container does not have a 
capacity which is substantially less 
than is indicated by visual exami- 
nation. 

The regulations were adopted by 
order of Stewart Berkshire, deputy 
commissioner of internal revenue, 
with the approval of high Treasury 
Department officials. 


(Advertisement) 


NBC Red Bats 1.000 
in Top Ranking Shows 


With the latest CAB report giv- 
ing it eleven (11) out of the first 
eleven (11) half-hour night - time 
shows and 13 out of the first 14 day 
and night half-hour shows, the NBC 
Red Network heads into its fifteenth 
anniversary year with an even more 
commanding lead over other net- 
works than usual. 


Reading from top to bottom, the 
first eleven are: Fibber McGee and 
Molly, Chase & Sanborn, Jack 
Benny, the Aldrich Family, Bob 
Hope, Maxwell House Coffee Time, 
One Man’s Family, Fitch Band- 
wagon, Eddie Cantor, Information 
Please and Burns and Allen—a 
parade of talent bound to intrigue 
any listener any week in the year. 


Add to these the scores of other 
popular night-time and daytime 
shows heard regularly on NBC Red 
and you have the answer to why 
the network they listened to first 
is still the network most people 
listen to most. 
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Voice of the Advertiser 


This department is a reader’s forum. 


No Use of the 
“Proverbial Bush” 


To the Editor: The attached re- 
print is representative of a Janitrol 
advertisement that is currently ap- 
pearing in trade papers over the 
signature of our company. 

We have reviewed a number of 


advertisements designed to meet 
today’s marketing conditions, but 
in our opinion, and we may 


prejudiced, this is one that answers 
the dealer’s problem without the 
use of the proverbial bush. 

In our estimation much credit is 
due the writer, William J. Grover, 
merchandising director of our com- 


pany, and Mr. H. B. Lentz, who did | 
the creative artwork for this pres-| 


entation. 
A. C. EVERSOLE, 
Advertising Department, Sur- 
face Combustion Corporation, 
Toledo, O. 


7. © 


Omit Pats on the Back, 
Subscriber Advises 

To the Editor: Averse most 
publications are to increase their 
circulation, I, nevertheless, humbly 
request the privilege of being 
placed on your subscribers’ list for 
the next year. 

Your newspaper 
considered a 


as 


has long been 
definite force in the 
field. The constant stream of lay- 
out illustrations being poured out 
by other magazines in the field have 
soured me. Keep punching, and for 
heaven’s sake, don’t go the way of 
all flesh, and try to gain our ap- 
proval by patting our back. That 
may be enjoyable, but it won’t do 
a damn towards making any of us 
better advertising men. 
JERRY STOLZOFF, 
Vitamin Products Company, 
Milwaukee, Wis. 


Telephone Exchange 
to Tell Its Story 


To the’ Editor: 
advertisement, from 


The 
the 


attached 
October 


| 


be 


| 


issue of Hotel Management, may 
interest you. If not remarkable, it 
is at least significant. This is the 
first advertisement in a campaign 
that may be the 

first of a series 

Here’ of campaigns. 

It is the first | 

national publica- | 


tion advertising 
attempted by this 
company, or any 
of the similar 
companies, 


over two 
dred cities. 

It is an attempt 
by a company, 
whose clients are 
found 


hun- 


A Remote Control Sales 


Office in New York : ay ncn sd 
we ‘ fields, to grow by 
aa oe telling its story 
. to a specific 
group of pros- 

pects through 

vertical trade 


publications. 


For years, the 
telephone = secre- 
tarial business, 
of which Tele- 

oe neg Exchange phone Exchange, 
x ie Inc., is the New 
a Ie York outlet, has 
" Joo, suffered from 
oe the false belief 
—_—-7« that its function 
“™ is limited to 


—“—womue answering  tele- 
aaa Phones and ac- 
Wiemann Severe cepting simple 
. messages. 


This campaign 
is designed to break down that idea 
and offer the advantages of a New 
York office without the usual ex- 
pense. Actually, the operations of 
Telephone Exchange, Inc., are such 
that they can capably discuss any 
type of business over the phone, if 
they are provided with the infor- 
mation they request. 


which operate in| 


Letters are welcome. 


LONG-RANGE VIEW IN PLAIN WORDS 


HELL NOLS” 


~~. oe tees 


Detwerien my te slew 


op rent Po ae JANITROL | 


Neither the Surface Combustion Corp., Toledo, nor the gas heating equipment 

industry is oversold, according to the company's current message in business 

papers, but we are merely underproduced for the meeting of an unprecedented 

demand for immediate shipments.’ It's no time to stop selling, advertising or 

building a backlog of orders, but time to create a new consumer viewpoint on 
necessarily slow deliveries. 


tomeustios 
. 
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figures quoted but we do insist that 
the implication made in the “ex- 
ception” is unfair to both San Fran- 
cisco and Oakland. 

If San Francisco’s retail trading 
zone leads the nation in its propor- 
tion of total city sales, all credit 
should be given to San Francisco. 
That city’s shopping center doesn’t 
depend upon Oakland for its stand- 
ing and it is well that it doesn’t, be- 
|cause it simply doesn’t get enough 
| business from Oakland to count. 
As evidence is the fact that three 
of Oakland’s four big department 
istores (and they are big) are_under 
ithe same ownership three of 
San Francisco’s big stores. As fur- 
|ther evidence is the fact that Oak- 
| land, 29th in population standing in 
the nation, is 23rd in retail sales. 
| If you want proof, just ask any 
i\San Francisco store how much 
|business it gets from Oakland! 
Bruce W. ELLIOTT, 

Tomaschke - Elliott, Inc., Oak- 
| land, Calif. 


as 
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It Depends on How 
You Look at Them 


To the Editor: For a minute I 
thought Elgin got a pretty good 
break in this tie-in of its advertise- 
ment with the article in this week’s 
Post. 


| ‘ 


November 3, 

Wasn’t it unfortunate, though, 
that Harmon dwelt on just what 
his family tradition is? 

ROBERT O. BAUMRUCKER, 
River Forest, Il. 

{[Editor’s Note: The Saturday, 
Evening Post, in its Oct. 25 issue, 
carries a signed feature by Tom 
Harmon, one of Michigan's greats in 
the sport of football, in which the 
fleet halfback tells his life story 
The Elgin National Watch Com- 
pany likewise features the versatle 
gridder in a half-page ad quoting 


|Harmon to the effect that “My new 


Elgin DeLuxe carries on three gen- 
erations of family tradition!” ! 
Baumrucker points to this Harmon 
statement and then singles Out ‘or 
underlining in Harmon’s own arti-le 


the remark that “To start at ‘he 
beginning, when I was a kid my 
dad was a policeman in a Gary, 


Ind., steel mill.” In the article, the 
athlete emphasized his desire to 
something in radio. 

Both Tom’s father and_ grand- 
mother owned Elgins, the copy 
points out. And as for the collegi- 
ate star himself, it adds, “T 
majored in English, plans to be a 
radio announcer.” The _ watc! 
Harmon and predecessors seem to 
fit the copy description, “Thor- 
oughly American!’’] 


es 
ar 


Telephone Exchange, Inc., is the} 
company now cooperating with the 
conservation committee of the 


_—" 


Waste Paper Consuming Industries, 


on the current waste paper cam- 
paign. It has arranged for tele- 
phone facilities in twenty - two 
cities. On this account it acts as the 
only point of contact between the 
public and the committee in each 
city. It accepts all telephone calls, 


answers questions, furnishes infor- 
mation, directs people to dealers, 
accepts pick-up orders to be exe- 
cuted by junk dealers, relays calls, 
handles complaints and talks to the 
dealers. 


Although its name is’ seldom 
heard, national accounts are not 
new to this company. These same 


facilities were used by the Willard 
Storage Battery Company as _ its 
operating offices, for the Willard 
starting service, which operated in 
a number of cities for several years, 
in conjunction with an advertising 
campaign. 
W. D. Moviror, 
Telephone Exchange, Inc., New 
York, N. Y. 


vgs? 


Asks Market Data 
on Bowling Industry 


To the Editor: Bowling is an 
industry in the billion’ dollar 
bracket. Wouldn't it be a good idea 


to include data on this major mar- 
ket in future editions of the Market 
Data Book? An excellent source of 
information, in addition to the U. S. 
Department of Commerce, would 
be the headquarters of the Ameri- 
can Bowling Congress, Milwaukee. 


I have done a little research on Popular Mechanics led magazine No. 2 
my own, and a very conservative by 24.8% and magazine No. 3 by 127.4%. 
estimate of money spent at the 
bowling alleys appears to be a 
quarter billion dollars annually. ° ° . 

The industry has a tremendous in- First in Exclusive Display 
vestment in buildings, equipment, 
etc. More people participate’ in Accounts. 


bowling than in any other sport, for 
more months of the year, and they 
spend more money on bowling than 
on any other sport. Bowlers also 
buy everything that other consum- 
ers do. 

There has been a strong surge 
toward bowling, and great increases 
during the past five years. It is a 
market that deserves attention. 

H. P. SIGWALT, 

Paulson-Gerlach & Associates, 

Inc., Milwaukee, Wis. 


309.8%. 
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Upholds Oakland's 
Retail Trading Zone 

To the Editor: The advertisement 
of the Pittsburgh Post-Gazette in 
your issue of Oct. 20 states that “no 
other major market has so great a 
proportion of sales in its retail trad- 
ing zone,” but adds this exception, 


“San Francisco because of Oak- 

land.” 

We're not quarreling with the 
7 Be 
a : 
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First in Total Linage for three 
quarters of 1941. 


Popular Mechanics...... 
Magazine No. 2.........112,560 
Magazine No. 3 


Popular Mechanics led magazine No. 2 
by 30.5% and magazine No. 3 by 124%. 


First in Display Advertisers. 


Popular Mechanics 
Magazine No. 2....... 
Magazine No. 3..... 


Popular Mechanics......... 
Magazine No. 2 
Magazine No. 3 


Popular Mechanics led magazine No. 2 
by 143.5% and magazine No. 3 by 


200 East Ontario Street, Chicago 


INTO THE STRETCH 


Magazine linage records for nine months of 1941 have 


been published in the advertising journals. These records 
show Popular Mechanics, at the three-quarter mark, far ahead 
of other magazines appealing to mechanically-minded men. 


Popular Mechanics........ 
Magazine No. 2 
Magazine No. 3........... 


146,930 


65,587 


131.8%. 


Popular Mechanics........ 7349 
923 Magazine No. 2...........4369 
_ Magazine No. 3...........2985 


Popular Mechanics led magazine No. 2 
by 68.2% and magazine No. 3 by 


146.2%. 


* 
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New York e 


First in Total Display Insertions. 


Popular Mechanics led magazine No. 2 
by 30.3% and magazine No. 3 by 


First in Classified Advertising. 


This five point domination of the field 
by Popular Mechanics must be due to 
the results obtained by advertisers. 

When you plan advertising for any 
goods men buy or have a hand in buy- 
ing —for the year of 1942—use adequate 
space in Popular Mechanics, the 25- 
Cent magazine —first in the mechan- 
ical field in linage, in advertisers, inexclu- 
sive accounts, in insertions, in classified. 
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The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 


Highlights on | policy and apply it to our so-called 
RAF Activities /non-defense industries during this 
We are told that the RAF bomb- | defense emergency, with respect to 
ing of Germany and her occupied | Materials. Steel, for example. 
territories is being done according} “Some of our non-defense in- 
to a definite plan in which the Bu- dustries are threatened with steel 
reau of Economic Warfare furnishes | Starvation. And there is no substi- 
the RAF with information on the|tute diet for steel as there is for 
whereabouts of strategic material, | many other materials, like alumi- 
transportation centers, and critical |num, nickel, chromium, copper, etc., 
manufacturing establishments, says | Which are actually scarce in view of 
Aviation for October. This, and | defense requirements. 
the increasing accuracy of bombing, “Such scarcity is not the case with 
may account for the minuteness of 


‘during that 


steel. Properly rationed, our steel 
producing capacity is great enough 
to satisfy every conceivable demand 
of defense, including aid to Great 
Britain, Russia and China, and 
leave a considerable percentage 
over. No studies yet made, even 
the most grandiose, have shown 
where or how our defense and aid 
activities as scheduled can possibly 
use more than 40 per cent of our 
total ingot capacity. 

“On the basis of our present in- 
got capacity of 86 million tons, the 
remaining 60 per cent which should 
be available to non-defense indus- 
tries amounts to 51 million tons, 
or enough to permit these non-de- 
fense enterprises to do _ business 
practically on their 1939 basis. For 
year, our total ingot 


production was only million 
tons. And that included consider- 
able aid to England and France on 
the ‘cash on the barrelhead’ plan. 
“Even if we should eventually 
have to put the non-defense users 
of steel down to but 36 per cent 
usage of present capacity, or 31 mil- 
lion tons, they would be as well off 
for steel as all our industries were 
in 1938, when total production was 
but 31% million tons. And that 
would be better than starving them. 
“Our non-defense industries are 
going to be our lifeblood after this 
thing is over. Let’s ration them 
With definite, even though severely 
curtailed, allocations based on past 


5212 


usage of steel, rather than shoot 
them to death with priorities,” he 
suggests. 


Mace Adds Clatfelter 

Harry Clatfelter, who formerly 
conducted his own agency in Peoria, 
Ill., has joined Mace Advertising 
Agency, Peoria, as account execu- 
tive. 


“Click’”’ Moves Offices 


Click has moved its editorial 
offices from Philadelphia to 535 
Fifth avenue, New York. 


DEFEND YOUR POST- 
WAR SALES WITH 
CARRY-OVER 
ADVERTISING! 


See how on Pg. 31 


the damage shown in aerial photo- | 
graphs of the RAF objectives 
taken after bombing raids have 
been completed. And we have 
reason to believe that the British 
have been very careful to concen- 
trate their destruction on military 
objectives and give warning to civil-| 
ians of their intentions to conduct 
bombing raids at specific points in| 
occupied areas. 

With the Nazi-designed French 
aircraft production program just} 
getting underway, the publication 
says, it is interesting to note that 
engineering changes and improve- 
ments are verboten and the French 
factories have been assigned to 
purely production work on the 
familiar German designs that have 
been used in the present war. These 
ships include Messerschmitt 110, 
Heinkle 111, and JU-52. Selection 
of the latter indicates the intention 
of still more extensive parachute 
troop carrying in the near future. 
Whether this French program, 
which also. includes’ long-range 
ships, will amount to anything re- 
mains to be seen. With the passive, 
and sometimes active, resistance of 
the French, the increasing bomb- 
ing accuracy of the RAF and the 
Nazi preoccupation with Russia, 
the French effort, which took so 
long to get organized, may roll out 
into one great goose egg. 


It's Hard to 
Bring ‘em Back Alive 

It takes more skill, more intelli- 
gence, and more planning to “bring | 


‘em back alive” than it does to | 
shoot them, points out J. H. Van 
Deventer, editor, The Iron Age, in 


his Oct. 9 issue, in discussing the 
“priority casualties.” 

“In war time,” he says, “when 
there is a shortage of food, we feed 
the fighting men square meals and | 
ration the civilian population. We | 
do not cut off food supplies entirely 
from the civilians and let them 
starve. England, for example, is 
adopting this rationing policy as are 


Germany, Italy and other nations. 

“Under a rationing system, peo- 
ple may be undernourished but at 
least they have a chance of survival 
and a hope of being able to put flesh 
back on at some time in the future 
when the emergency is over. 

“It seems to me,” the editor as- 
serts, “that we should adopt this 
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FRITZ CRISLER Coach of Michi- 
gan's mighty Wolverines who are point- 
ing for their traditional gridiron classic 
with Ohio State on November 22nd. 


When the Universities of Michigan and Ohio State 


meet on the gridiron, there are thrills aplenty. 


And, when you let WJR and WGAR carry the ball 


for you in the top metropolitan markets of these 


two great states, there are thrills for you too 


...the kind that only mounting sales can bring. 


PAUL BROWN who stepped into the 
coaching berth with Ohio State's Bucks 
after his remarkable high-school eleven last 
year scored 477 points to 6 for its opponents. 
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ADVERTISING AGE 


DOMESTICS AND BEDDING ..... 54% 


To advertise domestics and bedding, Chi- 
cago department stores awarded 54% of 
their newspaper appropriations to the 
Chicago Tribune alone during the first 
6 months of 1941! ... more than they 
spent in all other Chicago newspapers 
combined! 

That's the tip-off on how much these 
alert retailers respect the Tribune’s abil- 
ity to produce fast, volume buying action 
from women! And they back up their 
opinion by awarding the Tribune an 
overwhelming percentage of their news- 
paper appropriations for advertising 
women-appeal items as a whole. 

It’s easy to see how the Tribune can 
get such gratifying results. It enjoys the 


close attention of Chicago’s largest audi- 
ence of women. Tribune circulation is 
more than 1,000,000 net paid every day of 
the week. Right in metropolitan Chicago 
the Tribune has more daily circulation 
than any two other Chicago daily 
newspapers combined and more on 
Sunday than the two other Chicago 
Sunday newspapers combined. 

If you want to sell Chicago women... 
put the Tribune at the top of your list. 
The Tribune can give you the same great 
results it gives Chicago’s local advertisers 
and other national advertisers. When 
you can have more, why take less? The 
Tribune’s rates per 100,000 circulation 
are among the lowest in the country. 


The Tribune's Circulation Lead in Metropolitan Chicago! 
SUNDAY 
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WOMEN'S SHOES . . . . . 58% 


Because the Tribune gets greater buying action from women, Chicago 
department stores and specialty shops during the first 6 months of 1941 
placed in the Tribune 58° of their total expenditures for advertising 
women’s shoes in Chicago newspapers. 


TOILET GOODS AND DRUGS ..... 59% 


Because the Tribune is Chicago’s leading women-appeal medium, Chicago 
= drug stores and the drug and toilet goods departments of department 
stores awarded this newspaper 59°), of their Chicago newspaper adver- 
tising appropriations during the first 6 months of 1941. 


\ 


Chicago department 


stores and specialty 


XS shops during the first 
= : 6 months of 1941 placed in the Tribune 
= 49% of their entire newspaper appro- 
= | priations for women-appeal advertising. 


That was 134% more than they awarded 
the next Chicago newspaper... and 


more than they placed in the next two 


newspapers combined! 


HOSIERY, CORSETS, BRASSIERES ...55% 


The Tribune has effectively demonstrated its ‘“‘way with women.”’ Conse- 9 
quently, this newspaper during the first 6 months of 1941 received 55% ’ 
of the money Chicago department stores invested in newspaper adver- ; 
tising for hosiery, corsets and brassieres. 


a TRIBUNE LEAD IN LINAGE OVER NEXT CHICAGO NEWSPAPER 
Total General Retail Dept. Store 
I Advertising Advertising Advertising Advertising 
1 i Ist 6 months Ist 6 months Ist 6 months Ist 6 months 
r 1932 1941 1932 1941 1932 1941 1932 1941 
20% 08": 21% 37% 3% al 19%* 78% 
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Army and Navy Pour Men and 


Money Into New Orleans 


Camps, Bases, Depots 
in Abundance Surround 
Southern Metropolis 


By R. G. DROWN, JR. 


New Orleans, Oct. 30.—All New 
Orleans business indexes point up- 
ward these days as the Crescent 
City absorbs its share of the national 
defense program and derives wide- 
spread benefits from ever-widening 
industrial activity. 

The very speed with which the 
defense effort is unfolding, in south- 
ern Louisiana as elsewhere through- 
out the United States, makes it all 
but impossible to obtain up-to-the- 
minute statistics covering payrolls, 
retail sales, or other 
measure the effect the new program 
is having on an individual market, 
but estimates by the New Orleans 
Times-Picayune, for example, are 


to the effect that over $500,000,000. 


is being spent in the New Orleans 
trading area (which roughly in- 


factors that} 


cludes nearly all of southern Louisi- 
ana and Mississippi) for “army 
camps to train men, ships for trans- 
port and patrol, air bases, hospitals 
and housing.” 

It must also be emphasized that 
“these defense millions mean more 
than just sO many air bases, or 
ships, or army camps .. . this 
money means added buying power 
for the civilian population of the 
entire area.” Based on Federal Re- 
serve estimates, these millions will 
turn over anywhere from 20 to 60 
times. 


All Business Is Up 


In the New Orleans territory, in 
addition to bona fide defense spend- 
ing, there also were, according to a 
recent count, 27 certified defense 
projects, costing $6,686,265, being 
constructed by the WPA, and an 
additional $25,457,529 in army and 
navy supply contracts. 

As a typical example, a compari- 
son of April, 1941, business indexes 
for New Orleans proper with similar 


data covering April, 1940, shows | 
gains all down the line. Bank debits 
amounted to $262,930,000 in April | 
of this year as compared with $217,- | 
299,000 last year; building permits, 
$669,034 to $412,261; electric con- 
sumption, 40,831,683 kw. to 36,415,- 
021; electric meters added, 915 to 
42; gas consumption, 1,753,193,000 
cubic feet to 1,486,527,000; postal 
receipts, $265,064 to $255,470; retail 
sales index, 129 to 105; telephones 
added, 823 to 596. 

Last June Governor Sam Jones 
of Louisiana expressed elation over 
the results being realized from the | 
Southern governors’ efforts to 
secure the location of more defense | 
industries in the South. He pointed | 
to the announcement that a $30,- 
000,000 shell loading plant will be 
erected near Minden, La., and added 
that “that makes a total of $75,000,- | 
000 in expenditures in Louisiana for 
defense industries within the past 
few weeks.” 

“Still more defense industries | 
and defense contracts for existing 


high for the yea" 


e Evening and 
w Orleans States 


NEW ORLEANS WORKMEN RUSH LIFEBOATS 


The first three of 200 steel lifeboats ordered by the U. S. Maritime Commission 

are being constructed at the new plant of the Neptune Boat and Davit Company, 

New Orleans. The boats will be used with the Liberty fleet of freighters being 
built at various shipyards in the country. 


industries are in sight for Louisi- | 
ana,’ the governor said. “At the| 
present time there is anticipated | 
considerable additional construction 
of plants devoted to the production 
of defense materials, which will be | 
privately financed.” 


Standard Oil Expansion 


of this 


An_ instance is the re- 


/}cently-announced $15,000,000 ex- 


pansion of the Standard Oil Com- 
pany’s Baton Rouge facilities to in- 
clude a large synthetic rubber and 
chemical plant. One group of 
plants will produce various solvents 
and alcohols, another will produce 
the recently announced new type of 
synthetic rubber developed in 
Standard Oil laboratories, and a 
third division of the huge project 
will more than double the present! 
capacity of Standard Oil of Louisi- 
ana’s synthetic buna rubber plant. 
Still another project will produce 
various raw materials for the sol- 
vents, alcohols and synthetic rubber- 
manufacture. 

A $3,000,000 buna rubber plant 
was recently put into operation by 
Standard at Baton Rouge. Its size 
will be doubled and a new plant 


| for the manufacture of the newly 


developed butyl rubber will be 
erected to provide an increased sup- 
ply of chemical solvents for muni- 
tions industries and a_ substantial 
new production of synthetic rubber. 
No government financial assistance 
will be involved. 

Residential construction in and 
around New Orleans during the 
first five months of 1940 alone ac- 
counted for 83 per cent of the half- 
million dollar gain in building per- 
mits issued during that period as 
compared with the same months of 
the previous year. Total permits 
issued during the five months end- 
ing May 31, 1941, added up to $2,- 


| 644 individual 


896,204, which is a gain of $556. 
989 over the $2,339,215 total for the 
same period last year. 

Of the 1941 amount, $1,757,523 
was for residential construction as 
compared with $1,297,591 involved 
in home building during the 1949 
period, or an increase of $459,932 
During the first five months of 1941, 
permits involving 
531 living units were issued. This 
compares with 593 permits, embrac- 
ing 367 units, during the same 
months of 1940. 


Huge Military Establishments 


Indicative of the tremendous 
military activity in Louisiana gen- 
erally and of the flood of ready cash 
that is inundating the state’s trad- 
ing centers, of which New Orleans 
is, of course, by far the most impor- 
tant, is the fact that $143,633,576 
was the estimated total of construc- 
tion expenditures allotted prior to 
June, 1941, for army camps, air 
bases, naval bases, government hos- 
pitals, supply depots, army recrea- 
tional centers, defense housing pro- 
jects, etc. Approximately 183,423 | 
persons were involved, with annual 
payrolls amounting to some $210,- 
967,000. An additional $145,000,000 
in shipbuilding contracts were 
awarded to the area by June. 

Camp Beauregard at Alexandria, 
La., with a personnel of 12,000 mer 
and an annual payroll of $14,400.- 
000, has been improved at a cost o! 
$1,441,000. Camp Livingston and 
Camp Claiborne, both also just out- 
side Alexandria in central Louisi- 
ana, were erected at a cost of $23,- 
711,000 and $21,000,000, respect- 
ively. Each has a_ personnel of 
about 27,000 and an annual payroll 
of $35,000,000. 

Not far away is Camp Polk, a 
Leesville, La., where $18,010,000 
went into construction. Personne 


You said it, Mister—it takes personality to pull listeners, 
and that’s just what WSAI has plenty of! Along with the 
swell NBC network stars, WSAI proudly points to such 
outstanding Cincinnati favorites as Peter Grant (famous 
newscaster), Rita Hackett and Marsha Wheeler (fem!- 
ninity features), Roger Baker and Dick Bray (baseball 


broadcasters). Personalities 


who play host to thousands 


of buyers—making The Winged Plug pet persuader for 


Cincinnatians’ pocketbooks. 


NBC RED AND BLUE—5,.000 WATTS NIGHT AND DAY 
CINCINNATI'S OWN STATION 


REPRESENTED 


| WSA 


BY INTERNATIONAL RADIO SALES 
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here is 12,500 and the payroll is 
$14,500,000. At Hattiesburg, Miss., 


within the New Orleans sphere of 
commercial influence, is Camp 
Shelby. Here, where 55,000 men 
pend $70,000,000 annually, $22,- 


000 was spent on additions and 
jovations to the original camp. 


Move Military Works 


In New Orleans itself is a new 
army bombardment squadron base 
costing $4,550,389. It will accom- 
modate 3,800 men with $4,500,000 a 
year to spend. There is also an air 
base for an observation squadron 
which cost $250,000 and provides a 
$250,000 payroll; an air mechanics 


“ann rt 


~ 


training school costing the same and 
adding $728,000 to the city’s payroll; 


a naval air base costing $1,308,000 
and involving 1,308 men and $1,- 
250,000 in annual pay checks. A 
tec 
Miss., will cost $12,000,000 and will 
call for 14,500 men to be employed 
in construction work. There will 
be 24,000 soldiers quartered just 
outside this town of 17,000, in ad- 


dition to nearly 15,000 workers. 
The army corps “city” will be 
larger, from a population stand- 


point, than any Mississippi city ex- 
cept Jackson and Meridian. It is 
less than 100 miles from New Or- 
leans. 

Improvements to Callendar field 
near New Orleans will involve $1,- 
738,000 and an air base at Baton 
Rouge will account for another $2,- 
061,000. A proposed air field at Lake 
Charles in southwest Louisiana calls 
for $2,000,000 more. 

Louisiana Shipyards, a newly- 
formed New Orleans corporation, 
has $37,000,000 in government ship- 
building contracts, will employ 
7,500 men and will have an annual 
payroll approximating $10,000,000. 
Higgins Industries, New Orleans 
boatbuilding firm, employs 1,250 
people and has $8,000,000 in govern- 
ment motor boat contracts. The 
Allen boatyard is constructing an- 
other $250,000 worth of boats. 


The Ignalls shipyard in Pasca- 
To Locate the 
— 


Look at His — 
FOLLOWING 


The largest, most loyal listen- 
er-following in the Dayton 
market dials WHIO. Our pow- 
er, programs, 
and policies are 
concentrated on 
delivering that 
following for 
our advertisers. 


THAT’S WHY 
4 


Wald 


IS THE 
DAYTON 


nical air base in nearby Biloxi, | 


MARKET 


BASIC CBS 
5000 WATTS 


goula, Miss., 
away, 


just about 100 miles 
has contracts for $100,000,- 
000 in ships and employs 4,000 
people. Recently completed was 
the first all-welded ship, which cost 
$4,000,000. 


Smaller Projects Help 


A multitude of smaller projects 


are adding their bit to the totals 
that are eventually going to find 
their way into New Orleans retail 


channels, 
expenditures are $2,750,000 for an 
army hospital on New Orleans’ 


Among these additional | 


power represented by a_ typical 
army camp, it is estimated that the 
134,000 men stationed at 
major camps near New Orleans 
regularly consume 367,320 dozen 
eggs each month, 864,000 pounds of 
beef, 320,000 pounds of butter, 29,- 
916 pounds of American 
27,360 pounds of Pimento cheese, 
276,000 pounds of chicken, 332,000 
pounds of smoked ham, 272,000 
pounds of bacon, 2,028 pounds of 
bread, 2,142,000 pints of milk and 

to top it off—20,000 gallons of 
ice cream! 


the five 


cheese, 


defense areas, gave priority ratings 
to a variety of Louisiana and ad- 
jacent projects. These include ad- 
ditional water supply, sewage, hos- 
pital and health center facilities for 


the Pascagoula shipyard to cost 
$1,305,000; the same work near 
Alexandria, $4,342,000; at Camp 


Polk (Leesville, La.) $753,500; and 
the New Orleans area proper, $1,- 
175,000. 

Retailers Cleaning Up 


In addition to shipbuilding, New 


Pants Mfg. Company. These con- 
tracts aren't government 
contracts go, but they are typical of 
the kind of defense work that is 
adding to New Orleans’ spendable 


large, as 


income. 
Something of a windfall to many 
of the city’s smaller retailers has 


been the army recreational center, 
the nation’s largest, on the New Or- 
leans lakefront. Approximately 
1,000 troops from Camp Claiborne 
and Camp Shelby, for example, 
often descend on the metropolis on 


Orleans is getting a share of many Friday afternoons, on week-end 
lakefront (payroll, $1,200,000) and The Senate public buildings com- other government contracts. Among leave. The party may include boys 
expenditures on the New Orleans) mittee, which in June announced the most recent were those for olive from Minnesota, Iowa, North and 
army supply depot amounting to approval of legislation authorizing drab flannel shirts awarded to Fa- South Dakota, Indiana, Kentucky 
$1,500,000 and involving a $500,000 the federal works agency to con- mous-Sternberg, Inc., clothing man- and West Virginia, most of whom 
payroll. struct $150,000,000 worth of com- ufacturer, and khaki cotton shirts have never been so far south before 

As an example of the purchasing munity facilities in overcrowded to be turned out by the Louisiana and all of whom are looking for 
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WNAC 
Boston 


WTIC 
Hartford 


WEAN 
Providence 


WTAG 
Worcester 
WICC 
Bridgeport 


New Haven 


WCSH 
Portland 


WLLH 
Lowell 
Lawrence 


WSAR 
Fall River 


WLBZ 
Bangor 


WFEA 
Manchester 


WNBH 
New Bedford 


WBRK 
Pittsfield 


WNLC 
New London 


WLNH 
Laconia 
WRDO 
Augusta 


WCOU 
Lewiston 
Auburn 


WHAI 
Greenfield 


WSYB 
Rutland 


WELI 
New Haven 


PPLYING the definition of "receiving what is offered with approbation" to 


The Yankee Network presents a correct and significant description of the 


most important reason for using these |9 key-market, hometown stations. 


Acceptance of The Yankee Network has been built by consistent service to 


year. As a result, each station is as much 
a part of the buying area it dominates as a 
pioneer citizen. 
Add to this loyal listenership the 
complete coverage that's given, and it 
becomes obvious why more and more 
foresighted advertisers rate The Yankee 
Network's 19 stations as a "must" in selling 
prosperous New England by radio. 

A letter or wire will bring you prompt 
information about this market . . . the net- 


work which covers it... and time available. 


tHe YANKEE NETWORK, INc. 


the communities day-by-day . . . year-by- 


21 BROOKLINE AVENUE, BOSTON, MASSACHUSETTS 


EDWARD PETRY & CO., INC., Exclusive National Sales Representatives 
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ways and means of spending what- | 
ever funds they possess at the mo- 
ment. 

Col. Leslie R. Groves, chief of the 
operations branch, cost division, 
quartermaster general’s office, re- 
cently told a House military affairs 
subcommittee that the estimated 
cost of providing needed roadways | 
and parking areas at Camp Polk 
alone would be $16,500,000. He) 
added that “we might be able to| 
use lighter roads in some sections | 
with good topsoil, but in Louisiana | 
I don’t believe we can. There is no} 
way out of surfacing the Louisiana | 
parking areas. If we don’t do that| 
the troops would be bogged down | 
when it rains.” 


Defense Housing Going Up 
| 
Louisiana is to receive the first | 
permanent national defense hous- 
ing in America. A group of build- 
ings on state hospital property in 
Alexandria will provide modern, 
sanitary and inexpensive housing 
for 225 or more families of non- 
commissioned officers of the first 
three grades and civilians employed 
on nearby army construction work. 
At the end of the national emer- 
gency, the 900,000 group of brick 
and concrete structures will be 
turned over to the state for hospital 
use, though all construction costs 
will have been borne by the fed- 
eral government. Two other public 
defense housing projects nearby are 
a $450,000 program at DeRidder, 
near Camp Polk, and another, in- 
volving $400,000, at Shreveport. 
Great strides are being made in 
aerial transportation to make New 


Orleans the gateway, by air as well 


as by water, to Latin America and | 
the rest of the world. Direct trans- 
Gulf airlines to the tropics will 
leave New Orleans just five hours 
by air from Guatemala City, the | 
geographic and transportation focus 
of all Central America, and about 
nine hours from Balboa in the 
Canal Zone, crossroads of the entire 
world’s marine trade. 

Rapid progress is being made in 
the oil industry in the New Orleans 
vicinity, making the Crescent City 
increasingly important as a source 
of essential defense materials. In 
three years, some 60 new oil fields 
were opened in southern Louisiana, 
of which more than 35 are within 
100 miles of New Orleans. One 
well is within the city limits and 
another is just eight miles away. 


Oil Production Important 


The California Company, ex- 
ploration division of Standard Oil 
of California, recently moved its of- 
fices to New Orleans from Houston. 
The Texas Company has likewise 
just shifted its divisional headquar- 
ters from Shreveport, in northern 
Louisiana, to New Orleans. The 
city is fast becoming the center of 
great petroleum operations; with 1.6 
per cent of the nation’s wells, the 
Pelican state produces 8.1 per cent 


| 


FIRST 
IN 5T. LOUIS 


In national spot and 
local commercial 
quarter hour volume. 


ST. LOUIS 


KWK 


Mutual Broadcasting System 
Represented by Raymer 


ma 


of the United States’ oil. Its crude 
oil reserves exceed those of all 
other states save Texas and Cali- 
fornia. In 1940, Louisiana drilled 
1,704 wells. A 14 per cent increase 
is predicted for 1941. 


From June through September, | 


Louisiana was the scene of the 
greatest army maneuvers ever held 
on this continent, involving some 
500,000 men and an expenditure of 
about $100,000,000, much of which 
was spent in and near New Orleans. 

An indication of the interest be- 


ing shown in New Orleans by out-| 


siders is the 85 per cent increase in 
the number of tourists for the first 


four months of 1941 as compared | 


with the same period the previous 
year, despite the fact that the New 
Orleans tourist crop in 1940 in- 


creased 24 per cent over 1939 and| crease over the corresponding 
141 per cent over 1936. period last year of $4,375,479. Col- 
_lections were $63,732,534 as com- 
| pared with $59,357,055, despite re- | 
A substantial increase in Louisi-| peal of the state sales tax and} 
ana’s farm income is predicted for} reduction of the cost of automobile 
1941 because of the higher prices} license plates. Collections for May, 
prevailing, especially for livestock| 1941, increased $527,352 over May, 
and dairy products and for cotton.| 1940, due largely to increased state 
The latter remains the state’s larg-| income tax payments. 
est crop and dairy production now Contracts and expenditures under | 
occupies second place, with the| the national defense program as| 
dairy sections having produced as| cleared through the office of govern- | 
much as 30 per cent more milk sO} ment reports from July 1, 1940, 
far this year than last. Total gross| through May 31, 1941, amounted to 
farm income from dairying in 1940 | $82,675,907 for Louisiana. Expendi- 
was $17,000,000. ture of $1,600,000 for rehabilitation | 
Another indication of increased) of the naval station at Algiers, La., | 
spending is that state tax collec-| just across the Mississippi river | 
tions for the first 11 months of the| from New Orleans, has been recom- | 
current fiscal year showed an in-| mended by the bureau of yards and | 


Farm Income Rising 


docks of the Navy Department, of 
which $1,000,000 would be for con- 
struction of barracks for 1,000 men. 
The appropriation would establis! 


the Algiers naval station as a major 
supply depot capable of handling 
supplies for the Gulf coast area ang 
strategic locations in the Carib- 
bean. 


A survey of defense spending, 
recently undertaken by the New 
Orleans Item - Tribune, shows th; 
the government is spending soy 
$260,000,000 in Louisiana. The se 
ices of some 100,000 men will 
employed in Louisiana’s army, n 
and coast guard establishments 
strictly defense industries. The 
nual payroll will approxim 
$116,000,000. 

The U. S. Army Supply Depo: at 
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‘ew Orleans has spent more than 
500,000 a month since October, 
1940, for non-perishable foods 
alone. 

The United States census report 
o:. housing revealed that on April 
1. 1940, only 2.8 per cent of the 
housing units in New Orleans were 
cant, for sale or for rent. The 
influx of large numbers of pre- 
paredness workers has further taxed 
the city’s housing facilities 
that time, 
Housing Authority’s $28,000,000 low 
rent housing program (believed to 
be the largest such endeavor in any 
city of comparable size in the na- 
tion) will relieve this strain. Five 
projects, 
have been completed or are nearing 
completion. 


+h 


a 


since | 
but the United States | 


containing 4,137  units,| effort. 


ditional units, will be finished by 
the end of the year. 

Alexandria, La., is a typical ex- 
ample of what the defense program 
means to many of the nation’s small 
cities. Here, with three major army 
camps just outside the city limits 
and a fourth 60 miles away, there 
are 54,000 or more residents as com- 
pared with 27,000 in 1940, plus some 
60,000 troops. Camp construction 
poured $66,000,000 into the region 
in six months. 


How Smaller City Feels Boom 


Retail business has been on a 24-| 
hour daily schedule. Rents doubled 
during the peak of the construction 
The rush has somewhat} 
subsided now, although army of-| 


ing quarters 
workers. 
Within five months, $1,250,000 in 
new residential construction permits 
were recorded—a phenomenal fig- 
ure for a town of this size. Tax 
collections are at a peak, with new 
sources developing and_ delin- 
quencies at a minimum. New sewer 
lines, water mains and electric lines 
are being installed; bus receipts are 
up more than 50 per cent; light 
and water bills, 25 per cent. For 
April, 1941, postal receipts were up 
140.9 per cent against the same 
month last year; placement in em- 
ployment, 233.6 per cent; building 
material sales, 129.8 per cent. 
South Louisiana, with its abund- 
ance of natural resources and raw 


vacated by defense 


A sixth, with 744 ad-| ficers’ families have taken over liv-| materials, mild climate and abund- 


Pocketbook 
‘Lalks Louder! 


a i ee Se ee 


PDO 2 alee . 
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You'll find thousands of “Sams” in the “Heart” —these thirteen fertile states where one- 
third of the nation’s farmers are producing more than half of the estimated 10 billion, 
700 million dollar 1941 farm income... and will produce more than half of the 12 
billion dollar income predicted for 1942. 


Here, in the “Heart,” farmers are benefiting more from parity than farmers else- 


where! Thus the potency of this closely-knit farm market is guaranteed —this 


year, next year and the next—emergency or no! 


Here, with less effort and less expense, you 
can se// more to the farmers who own more, 
earn more and spend more than any other 


farmers in this wide, wide world. 


And remember, when you use Successtul 
Farming to cash in on this rich market, you 
don’t have to buy the whole milk to get the 
cream! You get a real farm audience 
farm readership undiluted by ‘‘rural’’ reader- 
ship. For Successful Farming circulation is 
better than 90% farm circulation. To keep 


your farm dollars at work where the rewards 


are biggest 


on the farm 


use the pages of 


Successful Farming. 


Careful, impartial surveys show that among 


these farmer-capitalists of the ‘‘Heart”’ 


made and spent 


real 


Des Moines, lowa 


where most of the nation’s farm dollars are 
Successful Farming is pre- 
ferred above all other farm magazines. 

Ask any Successful Farming salesman to 
prove this to you. And ask him why Success- 
ful Farming will give your magazine schedule 


a better balance. Meredith Publishing Co., 


WPA BUILDING LOUISIANA GUARD UNIT 


WPA workmen are speeding construction on the new headquarters for the 122nd 

observation squadron of the Louisiana National Guard in New Orleans. The 

state defense unit will include hangar, administration building, warehouse and 
repair shop. 


nt labor, will almost surely become 
the location of an increasingly large 
number of important construction 
projects, although to date it does not | Ladies’ Home Journal and similar 
compare with more highly indus-| space will be used in the same 
trialized regions in plant expansion | Magazine next month. 
and war orders. Its main role so| The company offers housewives 
far has been in the training and | a new, 64-page “idea book” con- 
conditioning of America’s fighting| taining thousands of hints and 
forces and this role has already|short-cuts in making the home 
been a truly tremendous one. | more attractive, with the offer ex- 
ieee _piring Jan. 1. No labels are re- 
quired, but consumers are asked to 
send a dime to cover cost of 


Antiseption 7 handling and mailing. Response to 
Keys New Kitchen | the offer is said to be brisk. 


se Arthur Meyerhoff & Co. handles 
Klenzer Campaign '"« «count 


Chicago, Oct. 30.—With a coined | ps: ii . 
word, “Antiseption,” the main | Five N e Gottlober 
key to its Fitzpatrick |. Sigmund Gottlober, publisher of 
. } er er - aaasinae 
Bros. has launched a major drive | Concert Program Magazines, New 
behalf of -_ . a ._| York, has been named advertising 
on ehall oO its home c eaner, | representative for the program 
Kitchen Klenzer, ng newspapers, | publications of the Buffalo, Los 
via radio, and in the Ladies’ Home | Angeles, San Francisco and Chicago 
Journal, symphony orchestras and the Chi- 
Antiseption is a combination of | cago Opera Company. 


the words “antiseptic” and “action” nem 

and the company believes its prod- Renault Picks Bowes 

uct is the only cleaner which pro- Paul B. Bowes, formerly general 
vides the extra protection of germ-| manager of Freihofer Baking Com- 
| killing power. Copy declares that | pany, Philadelphia, has been named 
“Kitchen Klenzer removes  an/| ational sales manager of L. N. 
average of 97 per cent of the sur-| oo & Sons, Egg Harbor, N. J., 
| face-lurking germs and bacteria as y: 
| it cleans” and adds that this claim 
is backed by actual laboratory tests. 
On an actual cost basis, the ad con- 
tinues, Kitchen Klenzer cleans more 
than twice as fast as the average 
of six other cleansers tested. 

| Newspapers in 27 major cities 
| east of the Rockies are carrying the 
|current campaign, and programs | 


over five radio stations support the 
drive. A two-color half-page adver- 
tisement appears in the October 


as 
campaign, 


SEE WHY CARRY-OVER, 
ADVERTISING IS 
IMPORTANT TO YOU 


on Pg. 31 


—————— ~ 


WUC OP 3.22 on 


MASSACHUSETTS BROADCASTING CORPORATION 
Copley Plaza Hotel, Boston 


National Representatives: HEADLEY-REED COMPANY 
New York Atlanta 


Chicago Detroit 
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Knowlson to SPAB 


James S. Knowlson, president 


ani chairman of the board of 
Stewart-Warner Corporation, Chi- 
cago, has been awarded a leave of 


absence to serve as deputy director 
of priorities in the Supply Priori- 
ties and Allocations Board, Wash- 
ington, D. C. Frank A. Ross, senior 
vice-president of the company, will 
take over Mr. Knowlson’s duties. 


Kner Exhibits Designs 
Albert Kner, package 
for the Container 
America, Chicago, is having an ex- 
hibit of his work, ranging from 
book bindings to industrial mate- 
rials, at Chicago Art Center. 


FR EE with your 

first Order 
Jar and Brush FREE with your first order 
S S Artist Rubber Cement. Nationally 
wsed, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use SS Spe- 

cial Frisket Cement, $3.50 per gel 
©S RUBBER CEMENT CO. 


/ ¥a38 Wo Halsted St. CHICAGO, ILL 
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How Individual Analysis Aids 
Profitable Agency Operation 


° ° * ° problem of profitable agency opera- 
Equitable Distribution tion is one of the most important of 
of Costs Called Boon all problems. Indeed, it is not too 
to Client and Agency 


mal and extra service on any cli- 
ent’s business. In an attempt to 
clarify thinking on this important 
problem, ADVERTISING AGE presents 
here the first of a series of articles 
which discusses “Individual Client 
Analysis,” a practical, inexpensive 
system of agency accounting which 
permits each agency to allocate 
costs and service more equitably 
among its clients. The author is the 
head of Ira Rubel & Co., certified 
public accountants, and is a former 
agency executive specializing in ad- 
vertising agency accounting and sta- 
tistical work. ] 


By IRA W. RUBEL 


From the standpoint of advertis- 
ing agency and client alike, the 


much to say that profitable opera- 
tion of the agency is just as im- 
portant to the client as it is to the 
agency itself, since 
agency can continue to render ef- 
ficient merchandising and advertis- 
ing assistance to its clients 
rendering of this service costs the 
agency more than it is paid. 
Furthermore, an agency has a 
right to expect—and each client has 
the right to demand—that the 
agency show a fair and reasonable 
profit on every account it handles. 
If it does not, only two alternatives 
remain: either the agency drains its 
invested capital to the point where 


[Editor's Note: The matter of 
equitable determination and distri- 
bution of agency costs by each in- 
dividual account served by the 
agency, is one which concerns not 
only advertising agencies, but cli- 
ents of advertising agencies as well. 
In most cases, there has been no 
means of proving whether or not 
a particular account has been han- 
dled profitably by an agency, and 
there has been no scientific method 
of determining just how much an 
agency can afford to spend in nor- 


This might be your show. . 
to the N 


This might be your problem... 


very beginning, if need be— 


record the entire program! 


Large or small, your job is a mighty important job 
National Broadcasting Company Radio-Recording staff, at every stage 
of its progress! Experienced men select talent, stage careful rehearsals, make 
sure everything is letter-perfect before engraving the master record. 


The NBC Radio-Recording staff will start at the 
analyze the audience to be reached, the type of 
program needed, make recommendations . . 


47 SHOWMEN WANT 10 
WORK FOR YOU! 


Here is your staff... your facilities 
When NBC prepares your recorded programs! 


Imagine the kind of radio shows you could turn out with a 
47-man staff of experts working with you . . 
That's exactly what you get when you turn your problem 


simple announcements, a musical program, or a full-length 
script show. For the 47 NBC Radio-Recording men are on our 
payroll . . . but they’re here to work for you! Engineer or 
writer, tec nici ‘ian or producer or director, each of the 47 is a 
showman first and last, his work contributing towards a single, 
invariable result: outstanding excellence in the final disc! 
But that’s not all: 


to the finest talent in the country—even an organization to 
process, manufacture 
? Not 
ical this service really is. May we tell you the whole story, soon? 


and distribute your pressings. 


Expensive— ? a bit. You'll be amazed at how econom- 


- Qt R 


dio-Recording Division 


NATIONAL BROADCASTING COMPANY 

A Radio Corporation of America Service 
RCA Bidg., Radio City, New York « Merchandise Mart, Chicago 
Trans-Lux Bidg., Washington, D.C. + Sunset & Vine, Hollywood 


” 


. and then write, cast, direct and 


NBC Orthacoustic recording seals “‘live-talent” 
This battery of record-cutters is only a part of the precision equipment used 
by NBC Radio-Recording Division . . 
technicians and recording specialists. 


flavor into your transcriptions. 


by dozens of specialized hands and brains . . . 
. and operated by top-notch engineers, 


obviously no} 


if the} 


. and for you! | 


over to NBC Radio-Recording—whether you want a series of | 


for this staff is backed by the unsur- | 
passed facilities of NBC; costly precision equipment, access | 


The final “package” represents hours of thoughtful, skillful work | 
the type of show | 
that only NBC could produce. Yet the cost is amazingly low! 


it can no longer operate at all: 
the profitable accounts are pen: 
ized to the extent that their pro 
go to help make up the losses o 
the unprofitable accounts. In eit! 
case agency and client alike suf 
in the long run. 


Few Know the Facts 
The prime difficulty in the way of 


profitable and efficient agency 
eration on all accounts is the fact 
that few agencies know for a cer- 
tainty which of their accounts 
| profitable and which are not protit- 
able. It is, of course, easy to de- 
termine this in the case of cer 
|accounts which can be tagged 
“profitable” or “unprofitable” 
glance, but very few accounts {a}! 
| into either of these categories w th- 
out careful checking. 

For example, one of our adver- 
tising agency clients discovered t 
its amazement not long ago th: t jt 
was facing an actual operating oss 
on an account which had always 
been considered one of the most 
profitable in the agency. Stranvely 
|; enough, the potential loss was due 
not to a reduction in the client's 
appropriation nor to any change in 
the handling of the account, but to 
the addition of a $35,000 service fee 
for special merchandising and re- 
search work, which seemed to be 
adequate to yield a_ reasonable 
profit. Yet, when costs were care- 
fully allocated to this particular 
phase of the client’s account, it 
discovered that direct costs and 
salaries, plus administrative sal- 
aries and indirect expenses attribut- 
able to this special merchandising 
work, would result in a net 
of over $9,000 on the _ project— 
enough to throw the entire account 
into the red to the extent of almost 
| $3,000. 


Profits Vary Widely 


Vas 


loss 


This is an unusual case, but not 
a unique one. It has been demon- 
| strated time and again, upon care- 
ful analysis, that accounts which 
|are apparently comparable in al! 
|important particulars—in size of 
budget, in types and extent of me- 
+dia employed, in service and me- 
chanical demands — may vary 
widely when the net results are 
|totaled in the profit or loss column 
They may vary in total profit, and 
even in the profit accruing from 
particular operations. 

The example mentioned abow 
| was one of two large and reason- 
ably comparable accounts handled 
by the same agency. They were 
not at all comparable when the 
|costs of various operations were 
| considered, however, as can be seen 
in detail from the accompanying 
illustration. One spent $100,000 on 
| radio and yielded the agency 3 
| profit of less than $2,000 on this 
| operation, while the other spent 
only $80,000 in this medium and yet 
yielded the agency a profit of more 
than $4,700. One spent $300,000 on 
newspapers and magazines, with an 
| agency profit of $10,000, while th 
| profit on the other, with a $220,000 
| expenditure in the same media, 
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HOW "SIMILAR" CLIENTS MAY PRODUCE DISSIMILAR PROFITS — 


Newspepers 


Tot — - 
chient "AY _Magesines Radio _Mechentcad Client "Bt * Megstines _ Radio Mechanical _“Fesa 
LLING $475, ) $300, t 9 75 ) $357,482.50 $220,000.00 $ 80,000.00 § 22,482.50 § 35,000 
rs 405,217.39 255 ) 8s 0 65,217.39 286,350. 0. 
WAISSIONS AMD MET FEES (STANDARD) 69, 782.61 § 45,000.00 § 15,000.00 @ 9,782.61 § 71,132.50 @ 33,000.00 § i2 
EXCEPTIONS 


WIISSJONS AND NET FEES (ACTUAL) 


SDE COSTS: 
{rect Saseries 
Direct Expenses 


Total Inside Costs 


cutive Salaries 
Indirect Salaries 
enerel and Adginistrative 


Total Expenses 
NET PROFIT OR LOSS 8 9.92 


2.61 § 10,374.00 § 


1,961.00 $ 2, 


0.00 §@ 8,500.00 


2,400.0 


This cost analysis and profit and loss statement, based on actual agency experience, indicates graphically the importance 


of analyzing operations for each agency client on an individual basis. 


It will be noted from this breakdown that while 


these two clients look pretty much alike from the standpoint of billings and type of media used, one yielded the agency 
a net profit of almost $10,000, while the other resulted in a loss of $2,700. The detailed breakdown provides many clues 


as to the reasons. 


was $4,200. In the case of client A, 
the billing totaled $475,000 
profit was $9,900, while the other | 
spent $357,000, which resulted in a 
net loss of $2,700. 


Why Profits Vary 


The reason for these wide varia-| 
tions in profit from different ac- 
counts and from different operations 
is not hard to find. The production 
of automobile tires or tooth paste 
or underwear costs just the same, 
generally speaking, no matter whom 
the product is sold to. The cost of 
making 100,000 tubes of tooth paste 
for a jobber or for a chain store is 
exactly the same, and if there are 
any differences in the cost of sell- 
ing or delivering the two batches, 
such costs are comparatively easy 
to determine. But the cost of 
“manufacturing” $100,000 worth of 
publication advertising for one 
client may be far different from 
that of producing the same amount 
of advertising for another client— 
it may be so different, in fact, that 
the “manufacturer” (that is, the 
agency) may make a completely 
adequate profit On One operation, 
and actually lose money on the 
other. 

These problems and examples 
their own solution. Profits 
from what appear to be comparable 
agency Operations differ widely in 
the case of different accounts, and 
t is difficult or impossible to de- 
termine what the actual figures for 
each account are so long as the 
agency attempts to operate on the 
basis of the usual operating state- 
ment showing total billings, com- 
missions, expenses and the resulting 
profit. Too many unprofitable 


pose 


Se ty 


T0CK PHOTO 
KAUFMANN FABRY 


425 S. WABASH AVE. CHICAGO 


|and because the 


items may be hidden in the over- 


and | all profit column. 


Individual Analyses Needed 
Because agencies deal with a 
relatively small number of clients, 
work involved is 


directly dependent upon the nature 
of the client and his advertising, it 
has been found that if an agency 
can determine the various com- 
ponent parts of income and cost re- 
sulting from each client’s business, 
these facts can be used to build a 


| necessary to 


sound operating structure which 
clears up the entire situation for 
agency and client both, and for all 
of the individuals involved in the 
handling of the account. 

The answer is individual client 
analysis—a breakdown of costs on 
each account served by the agency, 
and a comparison of those costs 
with the income from the account 
Once this breakdown is secured for 
each individual account, it is pos- 
sible not only to compare the costs 
of handling any account with the 
cost of handling others, but to take 
whatever corrective steps may be 
make each operation 
a reasonably profitable one. 


Important to Client 


It should be borne in mind, too, 
that such a practice is not of in- 
terest exclusively to the owners of 
the agency. It is almost equally 
important to the client, to the ac- 
count executive, and to every one 
in any way involved with the serv- 
icing of the account. Unreasonable 
demands on the agency by the 
client can be quickly and effectively 
demonstrated on the basis of facts 
and figures rather than guesswork; 
and conversely, it may occasion- 
ally be demonstrated that what ap- 
peared at first to be an unreason- 
able demand by the client can be 
acceded to without difficulty, be- 


cause the account yields a sufficient 
operating profit to pay for it. 

The cost of handling the account 
and the net return that results from 
it should also be of primary inter- 
est to the account executive and to 
every agency employe and execu- 
tive who works on the account. An 
individual analysis of each account 
automatically shows the status of 
that account, gives a clue to 
whether each individual operation 
is in line with those on other ac- 
counts, and helps determine the ef- 
ficiency of every employe who 
works on the account. 

When the various elements of 
cost and expense in connection with 
a single account are known, it is a 
simple matter to determine whether 


“Now that he’s starting to ad- 
WEDF, Flint, 
Vichigan, he’s getting in train- 


vertise over 


ing to handle a rush of busi- 


” 
ness, 


Here’s a way to get immediate action from prospects who 
are “sold” on your product through advertising. And it’s a 


way to prevent loss of business that follows when prospects 


don’t know where to find your dealers. 


In the Classified section of Telephone Directories display 
your trade mark and under it arrange to have listed your 
local outlets with addresses. and telephone numbers. By 
bringing prospects and your authorized dealers “face to 
face,” you build good public relations and dealer good-will. 


This dealer identification plan helps stimulate new 


sales and service business for your dealers. Such support 
will keep them more strongly sold 


on your concern and its products. 


It helps bring greater results from 


all your advertising, too. 


tails call the local telephone busi- 


ness office. 


The Glossified can 


For de- 


o> 


a 


“It’s a convenience to our prospects and a 
valuable help to our dealers” 
say manufacturers 


make your dealers easy to find 


See 
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the copy cost is too high or too/| operation. We shall show how such 
low, whether traveling and enter-| analysis, coupled with a system of 
taining in connection with that ac-| business machine operation, gives 
count are reasonable or excessive,| agency records a new vitality and 
whether too much expense is in- 
curred on contact and not enough| agement; we shall show how indi- 
on research, etc. | vidual client analysis provides the 

Individual client analysis, then,| means of using the abilities of all 
breaks down the various operations! the members of the agencies to the 
of the agency in terms of each in-| best advantage; how the system 


makes them a forceful tool of man- | 


dividual client, and enables the| transforms the non-productive 


agency to know exactly how 
It shows in advance which accounts 
are profitable, which are not, and 
why. It detects profit leaks; shows 
how much money can be invested 
in new business activities; fixes the 
profit margin from new accounts, 
thus providing a basis for render- 
ing maximum service; provides a 
scientific means for assigning per- 
sonnel to various accounts; and 
checks profits on a continuous basis, 
so that the effect on the profit 
structure of any change in opera- 
tions can be gauged immediately. 


Adaptable by All 


Individual client analysis can be, 
and is being applied to the business 
of any agency—large or small. 
When properly and carefully done 
it is neither expensive nor time- 
consuming. There are simple and 
direct methods by which all of the 
necessary facts and figures may be 
obtained with a minimum of effort. 

In the following articles in this 
series we shall discuss easy and 
effective means of establishing in- 
dividual client analysis and of mak- 
ing the system work in day-to-day 


(FOR RUSH or ROUTINE 


You'll find Raitway Express 
transportation service ideal for 
meeting deadlines. Fast, eco- 
nomical, sure. 
—And— 
For super-speed use Air EXPRESS 
3 miles a minute 


RAILWA XPRESS 


AGENCY inc. 


\ NATION-WIDE RAIL-AIR SERVICE j 


it| bookkeeping department 
stands on that particular account. | 


into the 
productive profit control depart- 
ment; and how machine operation 
can save time and effort not only 
in the financial phases of agency 
operation but also in such vital op- 
erating functions as the preparation 
of space cost estimates, of insertion 
orders and billing—of linage rec- 
ords —of payments to media and 
others. 

The first and most essential step 
in the establishment of an_ indi- 
vidual client analysis system — the 
determination of a monthly budget 
for each account serviced—will be 
examined in the next article. 


Train Tours Planned 
for Defense Exhibits 


The contract distribution division 
of the Office of Production Manage- 
ment is planning nation-wide tours 
for three red, white and blue “de- 
fense trains” to exhibit defense 
work before 30,000 small industrial- 
ists who may be able to take part 
in the defense program. The trains 
will tour the Eastern seaboard, 
Midwest, and Far West and South, 
leaving Washington Nov. 10 with 
officials from the Army, Navy, 


Maritime Commission and OPM on 


board. a 

The project is part of the effort 
to spread defense contracts as 
widely as possible and thus mini- 
mize distress caused by priorities 
on materials unavailable to civilian 
industry. The objective of the train 
tours is to insure that no manufac- 


turer misses an opportunity to get | 


into defense production 
lack of information. 


Schlanger Joins WCBT 


Bernard B. Schlanger, formerly 
with NBC’s production department 
in New York, has been named di- 
rector of WCBT, Roanoke Rapids, 
Va. 


through 


soe 


The addition of KWKH to your radio 
list is a definite step toward expanding 
your sales in the progressive Central 
Southwest—one of the nation’s richest 
areas. Payrolls are up . . . Employ- 
ment is up ... People are earning 
money and spending it. 
KWEH you set the stage for selling to 
an eager-to-buy audience through a 
response-ABLE medium. To add sales 


KW KH 50,000 WATTS * CBS 


Serving the wealthy Central Southwest 


REPRESENTED BY THE BRANHAM COMPANY 


to add sales... 


add KWKH! 


In choosing 


Getting Personal | 


The Greenwich Country Club looked like an advertising Mecca 
last Saturday evening, following the Yale-Dartmouth game. Among 
those present (each accompanied by his spouse) were “Tex” Roden, 
ANA chairman; Milford Baker, Louis Brockway and George Findlay, 
Y&R; J. C. Taylor, Ethyl Gasoline Corp.; Ben Duffy, BBDO; Al Brown, 
Best Foods; Harold Thomas, Sterling Products; Warren Agry, Good 
Housekeeping; Harry Dunlap, Cosmopolitan; and Ed Bedford, Oneida, 
Ltd... 

“How to become an advertising expert in 15 minutes” might have 
been the title of the Duke of Windsor’s visit to Kelly, Nason advertis- 
ing agency. He was taken on a tour of inspection by John C. Kelly, 


AFTER THE GAME IS OVER 


Among those making merry at the recent annual golf party of the St. Louis 
Advertising Club were (left to right) Nick Amos, Jr., manager, St. Louis office 
of The American Weekly; O. A. Zahner, vice-president, Ruthrauff & Ryan, St. 
Louis; Gabby Street of baseball fame; Ray Stricker, St. Louis office of Ruthrauff 
& Ryan, and Bob Johnson, secretary, St. Louis Advertising Club. 


president, and R. P. Nason, secretary-treasurer, and asked questions 
about every phase of the business. . . 

Edwin S. Friendly, N. Y. Sun bus. mgr., received a handsomely 
bound volume of letters and an antique Georgian coffee urn in ap- 
preciation of his services as chairman of the committee in charge 
of the ANPA Bureau of Advertising, from which post he retired last 
spring. Frank Tripp, his successor, made the presentation at the 
committee’s two-day meeting in Hot Springs, Va. . . 

Marguerite Lyon, author of the book, “Take to the Hills,” who 
has been a copywriter for Henri, Hurst & McDonald for eight years, 
has joined the copywriting staff of Blackett-Sample-Hummert, Chi- 
cago, to handle the Oxydol account. . . James R. Adams, exec. v.p., 
MacManus, John & Adams, Detroit agency, has been appointed a 
member of the Detroit Port Authority for a three-year term by Gov. 
Murray D. Van Wagoner. . . 

Harry L. Williams, v.p. in charge of sales for American Color- 
type Company, Chicago, is back at his desk, after being down for 
the count for a couple of weeks. . . Francis M. Higgins, a.m., Four 
Wheel Drive Auto Co., Clintonville, Wis., has been elected chairman 
of the Wisconsin Highway Users Conference. . . 

James A. Knox, g.m., Hinkson Advertising Co., Madison, Wis., 
was married Oct. 9 to Esther Kenzler. . . Robert J. Wentsel, executive 
of the Western Advertising Agency, Racine, Wis., has been elected 
president of the Racine Kiwanis Club... . 

“I’m sorry,’ writes George L. Randall, a.m., Wickwire Spencer 
Steel Co., New York, “you haven’t met my eight-day old daughter, 
Susan,” by way of manifesting his pride of parenthood. . . James 


A-PICNICKING THEY DID GO 


= 


Some of the New York office staff of Erwin, Wasey & Co. enroute to Bear Moun- 


tain office picnic aboard Hudson river dayliner. Reading clockwise, left io 
right, Dave Pingree, research; Gib Supple, Joe Brittain, Betty Pratt, radio; 
Carl Hensel, copy; Herb Chase, Sophie Hahn, radio, and Dorothy Daly, service. 


MacPherson, director of national spot sales at KOA, Denver, is back 
on the job after being confined to his home for two weeks with a 
serious cold. . . 

“Slightly Perfect,” a story by George Malcolm-Smith, of Travel- 
ers’ Insurance Company, Hartford, Conn., may be produced on Broad- 
way... 

For inside dope on Notre Dame’s football fortunes see Ray Sulli- 
van, v.p. at R&R. Frank Leahy, Irish head coach, is his brother-in- 
law... 

If you want to please Fred J. Hatch, who used to be a Milwaukee 
advertising agency operator before Uncle Sam handed him a rate 
card, you'll address him as Captain those silver bars are brand 
new... 

Henry R. Luce, editor of Time. Life and Fortune, will preside at 
the dinner session of the annual meeting of the Academy of Political 
Science at the Hotel Astor, New York, Nov. 12, when Vice-President 
Henry A. Wallace will give the address. . . The home of Mrs. Ralph 
C. Sheldon, president of the Jamestown Newspaper Corp., publisher 
of the Post-Journal, Jamestown, N. Y., was severely damaged by fire 
recently. . . 


| 
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Drive Boosts Wine 
Use; to Continue 
Steady Promotion 


Los Angeles, Oct. 29.—Through 
advertising, wine consumption jp 
the United States has been ip. 
creased 35 per cent from 193) to 
1940, Herman L. Wente, chairman 
of the California wine advisory 
board and Wine Institute dire toy. 
told the Los Angeles Advert sing 
Club at its recent “Wine Wek” 
luncheon. 

“We have proved that the enor. 
mous task of changing a nation’s 
habits is a possibility through ip. 
telligent advertising,” Mr. Wente 
said. “Today, more than ever before. 
wine is a meal-time beverage fo; 
Americans and is teaching mil!ions 
of United States families the dif- 
ference between just plain e: ting 
and dining.” 

Mr. Wente told the group that the 
primary objective in the advertis-. 
ing campaign which was started 
three years ago was to convince the 
home maker that wine is a simple, 
healthful beverage. “Statistics show 
that we have succeeded, as con- 
sumption has increased from 67,- 
000,000 to 89,500,000 gallons a4 
year,” he said. “Americans are 
finding today that California vine- 
yards produce some of the finest 
wines in the world. We do not 
want to have them forget this, re- 
gardless of what may come in the 
future, and so we shall continue to 
remind them through advertising 
We feel that the time to safeguard 
the interest of United States vint- 
ners is not when post-war competi- 
tion becomes effective, but right 
now. We have already proven to 
our satisfaction that advertising is 
a tremendous force and we shall 
continue to exert this force regard- 
less of production difficulties.” 

The Wine Institute, according t 
Mr. Wente, is spending $750,000 a 
year to sell California-produced 
wine which forms 90 per cent of the 
country’s total production. 


ANA Issues Primer for 
Industrial Exhibitors 


“A Primer for Industrial Ex- 
hibitors,” a 64-page book subheaded 
“A guide to more effective 
profitable participation in _ trade 
shows, exhibits, fairs and exposi- 
tions,” has just been released by 
the Association of National Adver- 
tisers, New York. It was prepared 
by the ANA committee on indus- 
trial exhibits. 

The eight chapters and four ap- 
pendices offer a thorough study of 
the subject with the material ar- 
ranged simply and clearly. 


KYW Names Coulter 


Harold M. Coulter has been ap- 
pointed sales promotion manager 0! 
Station KYW, Philadelphia, suc- 
ceeding Lambert B. Beeuwkes, re- 
signed. Mr. Coulter was formerly 
sales promotion director at Station 
WKRC, Cincinnati. 


Mueller Names Maxon 


| CC. F. Mueller Company, Jerse) 
|City, manufacturer of spaghett 
| products, has appointed Maxon, 
| Inc., as its advertising agency. 


j a 
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The Power Plant 
Market Is 
Too BIG 


To Be Sold 


and | 
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Thirdimension Car 
Cards Get Response 
for Banks, Cravats 


Unique Die-cut Drop, 
Actual Ties Create Con- 
sumer Interest 


Minneapolis, Oct. 30.—Believing 
that the punch of an advertisement 
should not only meet a client’s eye 
but should actually jump right out 
of the insertion, Meyer Gold Adver- 
tising Agency is featuring a new 
twist in transportation advertising | 
known as the Thirdimension car 
card | 

The card is so constructed that 
when it is curved to fit the pagent 
of the car card holder, a die-cut | 
portion drops forward and pro-| 
trudes from the base card, giving 


the effect of depth. The Hennepin 
Federal Savings and Loan Associa- 
tion of Minneapolis, for instance, 
used a die-cut “3%’’ to emphasize 
its current “thrift rate’’ for insured 
savings. Commuters displayed un- 
usual interest in the card. 

The card was invented by Meyer 
Gold, president of the Minneapolis 
agency, and the Thirdimension Car 
Card Company has been formed to 
distribute the card and license its 
use. Patent has been applied for 
on the device. 


THIRD DIMENSION CARD | 
WORKS FOR WEMBLEY 
(Picture on Page 35) 

New Orleans, Oct. 30.—Wembley, 
Inc., neckwear manufacturer, has | 
adopted a series of unique third- 
dimensional car cards which actu-| 
ally display the Wembley cravats. | 

Transportation Advertisers first | 
presented this type of car card pro- 
motion to the D. H. Holmes Com- 
pany, Ltd., which used it to pro- 
mote the sale of Wembley ties in its 
store during the 1940 Christmas | 
season. The card’s feature was a 
real necktie on the illustration. 

Fitzgerald Advertising Agency 
noted the success of the cards, 
checked over samples, and recom- 
mended that its client, Wembley, 
Inc., adopt the idea for national use. | 
The cards are now offered free to 
Wembley dealers, who buy the 
space on streetcar or bus where the 
ard is used. 

In 1941, four cards have been 
ffered, a spring card, a fall card, 
and a teaser card that precedes a 


Christmas card. The teaser card 
reads “What’s Under Santa Claus’ 
Beard?” and the Christmas card 
shows Santa pulling his beard aside 
to reveal a cloth Wembley necktie. 

Wembley dealers, the agency re- 
ports, are enthusiastic in their ac- 


ceptance of the new cards, and 
commuters tell of the impression 
created by the real tie neatly 


knotted into the painted collar. 


Brettelle Takes Post 


Horace T. Brettelle, for many 


years identified with Detroit graphic | 


arts industries, has been named 
business manager of the Detroit 
Adcraft Club, succeeding Robert 
W. Adams. Alvin C. Sawtelle, Jr., 
has been named membership sec- 
retary. 


Western Union, 
Postal Merger 
Is Step Nearer 


Washington, D. C., Oct. 28.—Mer- 


ger of Western Union Telegraph 
Company and Postal Telegraph- 
Cable Company moved a_é step 


nearer realization today when the 
Senate interstate commerce commit- 
tee unanimously approved a _ sub- 
committee recommendation made 
after nearly two years of legislative 
hearings. 

The committee made only minor 
changes in the report urging the 
merger. The next step will be to 
introduce legislation permitting the 
merger. This will take the form of 


an amendment to the Federal Com- 
munications act which will remove 
existing anti-trust barriers forbid- 
ding the two major domestic tele- 
graph companies from combining. 

The merger proposal has been 
urged for many years, but has been 
long delayed because of the com- 
plex problems involved. The com- 
bined personnel of the two com- 
panies numbers nearly 60,000, many 
of whom will be displaced if a 
single company is formed. 


Kraft Names Carlson 


Wilbur Carlson, formerly execu- 
tive secretary and treasurer of Corn 
Canners’ Bureau, Chicago, has 
joined the Kraft Cheese Company, 
Chicago, as special field representa- 
tive. 


3) 
Sugar” Adds Hanauer 
George H. Hanauer, formerly 
Eastern manager of Modern Indus- 
try, New York, has joined the sales 
staff of Sugar, New York, as special 
advertising representative. 


Gets Wood Flong 


Wood Flong Corporation, Hoosick 
Falls, N. Y., has named La Porte & 
Austin, New York, to direct its ad- 
vertising. 


SEE HOW TO CASH IN 
ON CARRY-OVER 
ADVERTISING 


on P¢. 31 


“Test tube lan ”..out West! 


uf 


AS DIVERSIFIED 


a nation in miniature. 


ISOLATED FOR EASY 
SALES CHECKS 


month by month. 


go coast-to-coast! 


BIG ENOUGH FOR 
ACCURACY... SMALL 


ENOUGH FOR ECONOMY 


The best place to test 
radio advertising... 
programs, copy appeals, 


offers, merchandising! 


“Test Tube Land’’—the Far 
AS THE NATION § West—representing in its 
diversified peoples and industries all the types 
your nation-wide campaign will later have to 


sell. Big cities, small towns, remote hamlets— 


Here, isolated by the Con- 
tinental Divide, test results 
are easy to check—either from your own records 
or by Nielsen and Facts Consolidated. And 


Hooper's Pacific Ratings measure your audience, 


With these dependable guides you can work 
out every detail of your new radio advertising 
campaign—submit it to every test of strength 


and weakness—until you have a sure success to 


A big market, this 
“Test Tube Land”... 


500,000 square miles, 


3,500,000 families, $5,000,000,000 annual retail 
sales...ample for dependable indications of 


nation-wide results. Yet time-costs for regional 


networks...that are ‘‘basics’’ in miniature. ..are 


i only one-tenth of full nation-wide costs! 


Insure your radio investment. Pre-test... economically...via 


Columbia Pacific Network 


A DIVISION OF THE COLUMBIA BROADCASTING SYSTEM Palace Hotel, San Francisco + Columbia Square, Los Angeles 


_REPRESENTED NATIONALLY BY RADIO SALES with offices located in New York, Chicago, St. Louis, and Charlotte 
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Safety Zone Plan 
Promotes Profits 


of Zurich Clients 


Unique Promotion Aids 
Customers of Casualty, 
Insurance Company 


Chicago, Oct. 30.—The Zurich | 
General Accident and Liability In- | 


'in building a program for his em- | 


of the Zurich company is an en- | 
tirely new approach to sales promo- 
tion in the casualty insurance field. | 
But while the employer is not a 
part of the Safety Zone campaign | 
addressed to his workers, he can | 
readily visualize the benefits to him | 


in terms of a smooth running or-| 


| 
| 
| 


ganization, not disrupted by pre- 
ventable illness and other non-oc- 
cupational disabilities, and hence 


welcomes the service of the Zurich 


ployes. 


Helps Clients 


There is nothing paternalistic or | 
mandatory about the program, be- | 


FOR MEETINGS 


SAFETY ZONE 
- MEETING - 


| 


——— 


Emerson Radio 
to Use 300 Papers 
in Christmas Drive 


New York, Oct. 28.—Aiming fo, 
a big Christmas trade, Eme:.on 
Radio & Phonograph Corpor: 
will use 300 newspapers in coopera. 


tion with dealers to promote jt, 
Personal radio, beginning Noy. 19 
Developed and sold in _ lin iteg 
quantities during the past se: son 


the three-pound portable has cep 
improved for the gift season 
paign. 

Newspaper copy 


surance Company, Ltd., has de-| will emph size 


veloped a unique promotion cam-| 
paign, in which proven advertising | 
and merchandising techniques are 
being applied for the primary pur- 
pose of selling safety and health to! 
built | 


cause it is organized and carried on | 
by the workers themselves, and has | 
as its primary objective benefiting | 
each individual through increasing | 
his health and happiness and im- 
proving his ability to enjoy life as 


the Personal as an ideal Chrisi mas 
gift and will be supplemente: }, 
displays, window streamers 
other promotional material. 
‘ween & Co. directs the accou tt. 


SAFER -BETTER LIVING 


Some of the material distributed at em- 


This interesting health and safety cal- 


workers. The campaign ‘ : : j . : 
; ’ endar is one of the effective pieces of well as to work under improved ploye health meetings under the Zurich | 
around the theme of Safety Zone | promotion distributed in clients’ plants |conditions of personal efficiency. plan. Simply and authoritatively writ- Colorado Court Rules 
Living, is directed to employes as a} by Zurich. Note that there is no com- The interest of neither the em-| ten. the material is free from any ref- Prizes Illegal 
service which increases workers’| mercial identification of any kind—not : erence to Zurich, to insurance, or to the 


ployer nor the insurance company The Supreme Court of Colo: ad 


efficiency and happiness and thus | even a Zurich "courtesy line." employer of the men attending the sitting in Denver, has declared tha: 


benefits the employer through in- ae evidence = pars of the | meeting. the giving away of prizes or art les 
aes aa , ; dace a : r angi, |Program, and hence it is accepted - = ed ve Agee! Cles 
creased production and reduction|the street and during recreation enthusiastically by workers who are with the sale of products in crde 
= — ae , periods. The objective is to protect | enrolled in the Safety Zone cam-|ity through a Safety Zone program to invade 7 SORRDOTINEE 9 bu: ~— 

Organization of Safety Zone com-|the worker from non - occupational paign ‘more than a year ago, and under + age ae +i Violation of 
mittees is followed by regular meet-| disabilities ate eause fo en | ** a ; : bak. wees ae ste : re state unfair practices act. The 
ings of employes at Satan slide fone siege bg oan ‘. cb In discussing the philosophy of his direction a coordinated plan of high court upheld an_ injunction 
roductions wovide in entertainin eonaygg po _ sells ii ”““|the program, Neville Pilling, U. S, | educational material which literally | granted by a state district court 
. d convi : ha f the lat +t : | trial accidents. manager of Zurich, who is respons- | Sells the idea of improved mental | against the Old Homestead Baking 
and convincing form the fatest an ‘ible for the idea and its execution, |and physical health in terms of em- | Company and Star Baking Company 


most authoritative material dealing | Variety of Material Used 


with better living, and covering not| [n addition to the presentation of two great intangibles of health and 
merely industrial accident hazards, | coynd film productions, the Safety Poteet slegtnnes 

but all types of perils to healthy | Zone idea is dramatized by the use| “Only by employing proved ad- 
and happy living in the home, on | of program folders, posters and dis- | vertising methods, just as another 
| plays. The latter, which are pro-| advertiser might sell cigarets or 
| duced in three dimensions, in color, | corn flakes,” he explained, “can we 
stress the topic of each meeting and |help our clients to meet the great 


of Denver on the complain: of 
Marx Baking Company. 

The complaint asserted that the 
companies advertised a package of 
| rolls free with every loaf of a cer- 
|tain kind of bread, distributed 
handbills offering prizes, and en- 
gaged in similar activities. 


ploye self-interest was set up. While 
the plan has been in effect for a) 
jrelatively short time, and hence 
‘complete statistical evidence of re- 
‘sults is not available, the enthusi- 
astic reception which it has won 
from agents, clients and employes 
indicates that the Zurich has hit 


said that it is intended to sell the 


* 


i are left standing for a month as a) industrial problem of non-occupa-| Upon a plan of immense possibilities Two to Ivan Hill 
jie £ am t if r i mn t 4 | constant reminder of the principal [tional disability. Industrial losses from the standpoint of improving! Weeks & Leo Company, De: 
% « | ideas developed at each meeting.| que to accidents on the job —oc-|methods and results in the casualty | yoines cosmetics maker, and Great 
Z's Sell it Big! Specialists in Printed material is distributed to | ¢ypational disability—are of course | insurance field. [Lakes Varnish Works, Chicago, 
Fy: : , those attending the meetings, ena-| 4 problem, but actually time losses The Zurich has agency represen-|have named Ivan Hill, Advertising, 
Pe the ‘developing of clear bling the Safety Zone idea to be|que to this cause are only one-/|tatives across the United States, and |Chicago, to direct their accounts. 
Ai crisp photo-enlargements. transmitted to home groups as well. | fourteenth as great as those due to | the plan is available to selected and o£ 2.. & 
Blow-ups for ever ur | Committee members receive at-| sickness and other non-occupational | trained local agents, with the result) Hotchkiss Joins B-S-H 
y P tractive Safety Zone lapel badges, | disabilities. ‘that about 175 agents are actively! Charles L. Hotchkiss, former 


pose . . . presentations, 
: murals, charts. We'll color 
. tone them if you like. If 
you need giant prints. . . 


then you need The e Ss 


RAPID COPY SERVICE CO. 


CHICAGO 


|/promoting it. They provide the sole| radio director of Sherman K. Ell 
point of contact with clients, and|& Co., Chicago, has joined Blackett- 
organize and supply the educational |Sample-Hummert, Chicago. 
material which is used in the cam- 
paign. By decentralizing the oper- 
ation of the program, the headquar- 
|ters office is enabled to concentrate 
"upon creative activities, which are 
|of large scope because of the devel- 
opment of new material, including 
slide films and printed material, on 
a monthly basis. 


All Material Authentic 


The high character and authen- 
| ticity of the material on health sub- 
jects are indicated by the fact that 
|the Zurich, through its own medical 
director, has had the cooperation 
of leading medical organizations in 
the development of technical infor- 
mation regarding diet, exercise, 
habits of sleeping and hygiene. By 
eliminating all commercial material 
in the employes’ program, and plac- 
ing it upon the high plane of health 
betterment, the company has been 
able to meet all professional stand- 
ards. 

The continuity and expansion of 
the Zurich program considered 
assured by the success already met 
with in this initial approach to one 
‘of the great problems of public 
health. The approach to the em- 
| ploye on the basis of his own self- 


| while all employes are given pocket | “Time lost in American industry 
coins with a Safety Zone slogan.|from this cause each year aggre- 
Vivid posters and wall calendars, | gates more than 100 million man 
each with a new monthly theme, |qays, or twenty times as much as 
help to keep alive the idea that to | was Jost through strikes in 1940. If 
maintain personal efficiency the this loss could be decreased even 
employe must “Stay in the Safety | a¢< little as 20 per cent, it would be 
Zone.” one of the greatest contributions to 

Because most promotion by the national defense program that 
could be imagined.” 


Plan a Year Old 


Mr. Pilling originated the idea of | 
reducing non - occupational disabil- 


in- 


/surance companies is directed spe- 
cifically at buyers of insurance, the 


| tdas- 
New york | idea 


CLEVELAND of a campaign which is de- 
|voted entirely to serving employes 
‘and carries no commercial message 


is 


This Advertisement is dedicated to 
the man who feels that there surely must 


be a better and simpler method . . . some- 


where . . . to handle the production require- 


interest, with both employer and 
ments of his advertisements and printed |insurance company completely 
: P ; leliminated from the picture, has ’ = a 
epeaes Today there's a ONE best wey = ibeen the key to the enthusiasm eas 
everything. Why order your cuts from one |with which the idea hus been re- e Voice 7 


: : | ceived. d 
concern —typesetting from another, blocks : ™ | “Information regarding healthier of Baltimor 
ft % ae . q 
away —and then give your printi ; and safer living is available from ) 
y g y P ng to a firm |}many sources,” Mr. Pilling pointed since | 92 
even farther distant? Try the Faithorn COM.- ‘out, “but our desire has been to aise : 


make the employe want to learn, 
and to prove the value of Safety 
Zone living by actual results. We’ve 
approached the problem in terms 
of advertising, using a constant 
repetitive campaign with a multi- 
plicity of messages, forever appeal- 
ing to self-interest by providing in- 
centives to the development of per- 
sonal health.” 


PLETE SERVICE route. It will be NEW—and 


you'll be glad to join our long list of satisfied 
customers. Write, or phone Wabash 7820. 


Columbia Basic 
— since 1927. 


ial ee ‘ — ee ee es 


-FAITHORN CORPORATION 


reer: 2 


Maver to Rollins 

Laurance Mayer, formerly vice- 
president of Julius Kayser & Co., 
New York, has been named presi- 
jent of Rollins Hosiery Mills, Des 
Moines. 
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The MARKET DATA BOOK 
is the only complete source of reli- 
able information covering every 
factor habitually used as a_ basis 
for comparison of consumer buy- 
ing power, whether the markets 
compared are as small as a county 
or as large as the entire country, 
and is distributed to all national 
advertisers and their agencies. 


@ Send your copy early. Final 
forms close November 15. 


Designed to help Advertisers aud Agencies to lonow thet: Markets! — 
THE Market Data Book 


NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO 
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Cidvé wisi 
Market 


The rates for this department are as follows: 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” id 
‘Representatives Available,” 30 cents a line, minimum charge $1. Te 


Bring on the Band! SMILES MARK END OF ASCAP-NETWORK IMPASSE 


ASCAP-Radio War 
Hatchet Is Buried 


NBC, CBS End 10- 
Month Ban; Sign Nine- 
Year Contracts 


HH 


liil 


New York, Oct. 29.—*‘All quiet eash with order. _ 
; » 99 ‘laeei we i 2 ji . 2 corti . 7) ‘ % 9 72. 9 
on the radio-music front” became a $4 ia (single insertion rates): % in., $2.75; 1 to 3 
reality today when National Broad- | 
* ; , ‘ « , * ‘ ie — 
— wr and pap tg HELP WANTED HELP WANTED 
“oadcas Syste signe on- . ‘ 

a. Coun ews oD At ASCAP headquarters in New York, Gene Buck, general manager of the society, YOUNG MAN WANTED: Draft de- WANTED — | 
tracts which will bring music of affixes his signature to the agreement that officially brings back music absent from ferred, to work in Chicago Advertis_ am wan “6: vaggee : am Sa furnishiy | 
"igee . ; , ‘ . . . , ré ‘ ‘ ‘ Po ‘ mie To i “ ade {; e s xs P ce t 
the American Society of Composers, radio networks. Mark Woods (left), NBC vice-president, and M. R. Runyon, CBS ing As ney, handling natk nal ac -“ aweee adv ~ i ing evs . | 

. a * ’ s: i : P F Kets depar i ! it? can t i Sell he 
Authors and Publishers back to the vice-president, seem happy, too. ment and clerical work. Must oper- | “tops” in large organizations—a 
air waves. ate typewriter proficiently. Write let- | With sales mere ee ag and ad 
; ter in full, giving age, education, ref- | tisink experience, who is now 
> i ere 4 al- A ° . P . ‘re ‘ea ; wre Pou ‘ . ove ‘ ‘ y “«. SH ’ t 
Little pomp and shane ae society’s music would return have} aged and operated stations. The] erences and reasons for choosing ad- | Bloyed and earning from $6.0 
tended the legal formalities which . . _| vertising as a career $10,000 a year selling adverti-ing 
brought to an end tae th-old been made, but Labor Day and) networks will pay at the source for | fox 3508, ADVERTISING AGE, Cheon. | service Hix job will be special 
ro »ane a ten-month-o , , Te toti = l tie sales represe ‘ 
. - rhe i } , Z and aud Oct. 15, most often mentioned,|each M&O and affiliated station the | Sates representatives and printing a. _ * re eh os hee 
war marked by frequent and acri- ; : : : A opm ‘ Yi <tr , cago offic e basis is ; 
sadidia enitan a ; latinenen thes /passed with the dove of peace still} $200 yearly fee for the use of sche pe 8 a nape a : — ge mean ing account and a liberal commiss \o) ( 
Ss =xcnha ‘s etween MT , ps —s tai netp sae cAeo  Omee ers. | This is ; t oppo or at 
"ties involved a nt in ASCAP hovering uncertainly over the scene.| ASCAP music on network sustain-| High quality black and white or color a #. .. a J gg : a ; 
yarties volved. Prese 1 AS pete, . ; ae vey asa p<. ; ah ad Sgt rae | mele i i itious 0 ' 
ee were President Wil _ van CBS, which had proposed a lower/ing and public service programs. : - a7 ompetitive pri Write | more and more ax he sells. He nus ; 
Thces rere ‘esiae es % - : : , 1e a. ee . Ine ” ove o - ars © , 
nr to fs addons  Winet irate of payment, came into line soon| Before the war broke out between) tox 3503, ADVERTISING AGE, Chee aoe B forts five vear f «ag 
> a . . "eS > ark | 4 | a : . vee : rm . . . - n 
ee ay comer: vi nh ent Mc "4 after NBC had agreed on a royalty,|the networks and ASCAP, indepen- AB’ EK' ISENG COPYWRITER | ox 3508. ADVERTISING AGE. Ny 
oO Ss . 7. "eS > - , - = . 7 "3 “ do 5 ” P : 
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against the networks. Cigar sales for September, 1941, Milton S. Sunderland, formerly 
Missitoe | Direct advertising was praised York, reveal. Biggest percentage | nal, Waterbury, Vt. 


Vas | ASCAP agreed to drop the anti- 
increased 6.44 per cent over Sep- on the New York Sun’s local dis- 
tember, 1940, statistics released by play advertising staff, has purchased 
i by John H. Sweet, Dickie-Raymond increase came in cigars selling for 


ec te st trust suit it had threatened to bring Cigar Sales Climb Buys Vermont Weekly Y 
, s | Praises Direct Mail Cigar Institute of America, New the weekly Record and Stowe Jour- 

: Din. fo 
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'Company, Boston, in a speech be- Over 20 cents, which advanced 45.37 | 


* |fore 100 advertising and printing per cent. Cigars priced at five cents | Rejergiags LOOK 
or less, which account for 87.45 per 


men attending a dinner’ which 


‘ & Os TER 
 |marked the opening of the New cent of production, advanced 5.82 | I@WeWmerers oer 
.|England Regional of per cent. Only classification to show 


Exhibition 


“ |Commercial Printing of the Ameri- |@ decrease was the cigar selling for | j@vmeysas cost 
The from five to eight cents, I 


can Institute of Graphic Arts. . wf which LESS 
power of direct mail, he said, is dropped 15.76 per cent. SALES HELPS 

that it appeals to prospects and —--— -- ; 

customers as individuals rather Mi is Bud CR cn | 
| than as groups 1ami Sets Bu get 
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direct its advertising. tenth consecutive year. —_ ° 
e 
.] 
o 
Ps ° 


a a 


The STRATFORD CORPORATION | 


Zs 501 SO. LASALLE STREET | 417 NORTH STATE STREET + CHICAGO, ILLINOIS i 
Rr | : 
Telephone SUPerior 6716-7-8-9 2 


— Nene 
ue aa oS a 8 
i : a * jf wa a vi i re : _————l 
2 Z. : E f SOY t// ~ a le ia ar oN = 
ai a i wh ws “f3 a 3": recy” Batis ‘ ~,. Pee 
7 i re Ah 
P ‘ We » ~ ipeorrt ties . ABS Bans eo 
i Be ea OMe 
rd ay 
~ ra d&. ° 
oad oil 
sete an Pahe s a 
tt. Jp spinect 
ne ee = ) 3 
x ii A Comp!  gewice SBR 
re er, e ‘3 + Oe 
Wi duortisit Aes 
if Vpn a oS iy 
oy Vice Al pHINS a me 
GRA ae 
; Me. ano G Soe 
hwy pL \ N vy Yo N 
PAS % , . G a " yA ; ‘ 7 
. = Procite Vlatle ” , SS Sel / 
| Posting Vales fer T| > CMerifiress and Off : 
Las cn) w/ pe 
| re ; : | : 
“Oo. ww re, 
; re os iypp > R 
Gemwihe sca te, Sree aug Bsc ee > es: 
‘ % Ne < RR ers ‘er 5a oe ee ee ye “a ee. 5 Me Bg eas, dey ai ¥ ™ a a eter ae Oo tem ig te mike. - ge: re s. | Be an by aa es es % oa Seon Bae 
ss ee ee mi Tir ie See EE ee se Reha Oli) Sk i” Bi | RNa Saar gs, jog ge ; Moet Mee GW ah tt. Poe 
; oo a sate 7 a7 sgt “ene riaks as Pe “ft e . spl. oh Lge Bs a4 aod cates J St de Pa i F ye pie hs, : " ky vale "1 peer ; Spe! 
ea ‘ & as CARS MER Te wok ee : ee: a > ot ate & Reet tle ee cs Sree Fe ee Gn : “NS Sek 2 petal We nals 


a 


a 


November 3, 1941 


ADVERTISING AGE 


Advertising in the Test Stage 


ROLLE USES SMALL ADS 
IN CHICAGO MARKET 

‘hicago, Oct. 30.—Rolle Vege- 
taole Juices, Inc., is currently test- 
a small-space local newspaper 
campaign in the Chicago area with 
weekly insertions in the Chicago 
ly News and Herald-American. 
nsertions for Rolle vegetable 
e cocktail have ranged from 70 


ju 
lines on 2 columns to a one inch 
strip on color comic pages. The 
campaign got under way before the 


appointment of Rolle’s new agency, 


Burton Browne, Inc., Chicago. 
Under the agency’s direction pro- 
motion will be expanded to include 
newspapers, magazines, radio 


point-of-sale advertising. 


PLAN CAMPAIGN FOR 
HAARLEM OIL CAPSULES 

Jersey City, Oct. 29.— Genuine 
Tilly Haarlem Oil Company, pro- 
ducer of bottled Haarlem oil, 
planning a campaign to promote its 
new Haarlem oil capsules, now 
in the first stage of distribution. 
Morton Freund Advertising Agency, 
New York, has been appointed to 
direct the capsule promotion. 

Haarlem oil is a 200-year-old 
proprietary medicine for the relief 
of kidney trouble. Founders of the 
Jersey City plant manufactured the 
oil in Haarlem, Holland, up to the 
time of the Nazi invasion when 
they fled to this country. Since the 
beginning of 1941, they have 
secured national distribution and 
sales of more than a million units 
of the bottled oil. 


is 


New Newspaver Drive 
for Wilson Whisky 


Browne Vintners Company, New 


York, will launch a new campaign | 


and 600-line news- 
throughout the East 
“That’s All” whisky. 
are scheduled to appear 


n 1,000- 800- 
paper space 
for Wilson 
Insertions 
weekly. 
“Taste It! will be the featured 
slogan in every insertion, with copy 
nviting comparison between foods 
that look good and whiskies that 


look good. Though all whiskies 


look good, it points out, they vary | 


n taste. 
New York, 


White, 
is the 


Lowell & Owen, 


agency. 


Two Join P& F 


William F. Dahlman, formerly 
rt director of Young & Rubicam, 
as jOined Pettingell & Fenton as 
dditional art director, and Walter 
L. Cooper, formerly production 
manager of International Silver, 
has been named additional preduc- 
tion manager of the agency. 


YOU CAN USE ONE 
OR MORE OF THESE 


DONNELLEY 
SERVICES 


*Direct Mail Advertising 
*Created and Produced 
*Dealer Help Campaigns 
*Automobile Owner Lists 
*Rated Consumer Lists 
* Addressing and Imprinting 
‘Contest Judging 
‘Premium Mailings 
‘Sampling by Mail 


The 


REUBEN H. DONNELLEY 
Corporation 

30 E. 22nd St. Chicago, Ill. 

85 E. 45th St. New York City 

21 Venice Blvd., Los Angeles, Cal. 


and | 


OPENER 


LINAL Is 2 Gensine Soap 
mca 
“Some toe 


Wot a Substitute 


Buy © Box of LINAL Todey ot One of These Leoding Des Momes Grocers 


| 

| Im a one-market bid for a share of the 

| highly competitive soap market, National 

| By-Products has launched a test cam- 
paign for Linal in Des Moines news- 
papers and over radio stations in the 


lowa city. Extension of the drive is 
planned later (Advertising Age, Oct. 
27). Son de Regger & Brown, Inc., is 
the agency. 
TO PROMOTE NEW 
GLOVE SHAMPOO 
Gloversville, N. Y., Oct. 29.—The 
National Association of Leather 


Glove Manufacturers, Inc., has ap- 
pointed the Carter-Thompson Com- 
pany, Philadelphia advertising agen- 
cy, to direct promotion of a new 
glove shampoo. 

The new product is said to per- 
mit the safe washing of all gloves, 
no matter what color or type of skin 


for fabric. Present plans call for 
business paper advertising and 
dealer tie-ups, with consumer ad- 
vertising to follow. 


Warns Merchants Not to 
Advertise Tax Absorption 


The Bureau of Internal Revenue 
has issued a warning to merchants 
that they must cease advertising 
that they are assuming the burden 
of the new retail taxes and not 
passing on the extra cost to their 
customers. The law expressly for- 
| bids such advertising and provides 
for fines up to $1,000 for violations. 


The retail taxes are levied on 
sales of jewelry, furs and _ toilet 
preparations. Since enactment of 
the tax law, some retailers have 
sought to gain a competitive advan- 
tage by assuming the cost of the 
taxes and publicizing that fact in 
copy. Merchants are permitted to 
pay the cost of the tax but must 


| not use this practice as a means of 
promoting business. 


‘Encyclopedia Britannica 
Claims Hit by FTC 


Encyclopedia Britannica,  Inc., 
Chicago, has entered into a Federal 
Trace Commission stipulation by 
which it agrees to tone down the 
sales talks used by its agents. The 
agreement bans certain types of 
combination offers, provides that 
books will not be represented as up 
to date when they are reprints of 
1939 editions, and prevents “special 
offers’ when actually the price 
quoted is the regular fee. 

Also forbidden are false claims 
that a designated sum has _ been 
spent on revisions of the books, that 
volumes comprising its junior book 


shelf have been endorsed by the 
American Library Association or 
have a retail price which actually 
is fictitious or in excess of the total 
price for which the books sell at 
retail. 


Saks’ Copy Cited 

Saks & Co., New York, has been 
charged with misrepresentation in 
the sale of women’s shoes made 
from Vinylite. A Federal Trade 
Commission complaint alleges that 
Saks’ copy for Vinylite shoes, sold 


under the name of “Glastique,” im- 
plied that the shoes are actually 
made of glass. FTC charges the 
shoes contain no glass. 
Adds Ferbo Account 

Ferbo Company, Madison, N. J., 


has appointed Lewis & Tokar, New- 
ark, to direct advertising of French 


Tang vanilla flavor. Newspapers 
ind business papers will be used. 
Sheldon F. Berlow is account 


executive. 


Consumer-Refailer 
Label Now on 250 
Lines, Says Report 


New York, Oct. Moving 
rapidly ahead with its program to 
promote informative labeling, the 
National Consumer-Retailer Coun- 
cil this week revealed that approxi- 
mately 250 labels in the food and 
textile fields now bear the NCRC 
legend. In addition, a number of 
leading food distributors have 
agreed to use labels approved by 
the Council on certain canned prod- 
ucts. 

In its fourth annual report issued 
by Chairman Harold W. Brightman, 


29. 


vice-president of L. Bamberger & 
Co., the Council lists American 
Stores Company, Colonial Stores, 


Grand Union Company, Great At- 
lantic & Pacific Tea Company, 
Kroger Grocery & Baking Company 
and Mutual Stores as chains coop- 
erating in the informative and 
grade labeling project. The labels 
state the grade of the product, de- 
scribe the factors on which it 
based, show the difference between 
various grades and give the infor- 


IS 


mation provided on typical “de- 


scriptive” labels. 
To accelerate its program, the 
Council inaugurated during the 


past year the practice of permitting 
the use of the following legend on 
approved labels: “This is the type 
of label suggested by the Nationa} 
Consumer-Retailer Council, Inc.” 
Other developments in the Coun- 
cil’s program include the publica- 
tion of “Informative Labeling,” an 


illustrated 24-page manual, and 
“Informative Labeling Notes,” a 
newsletter, and the decision § to 
carry out through the Council's 


local units a study of canned food 
labeling, with one of its objectives 
to determine whether Council-ap- 
proved labels enable the consumer 
to purchase canned foods more 
wisely. 

In pursuing its over-all program, 
the Council has published “Infor- 
mative Selling’ and “Standard 


Sizes for Children’s Garments” and 
expects soon to issue a bulletin on 
the progress of a new committee, 


formed last spring to develop proj- 
ects for consumer-retailer coopera- 
tion in defense work. 


Green Joins Lieber 

Joe Green, formerly with F. A. 
Reynolds Studio, has joined Lieber 
Advertising Company, Chicago, 
art director. 


as 


Starts New Paper 

Plans for a new morning news- 
paper in Jamestown, N. Y., to take 
the place of the Jamestown Morn- 
ing Post, which was_ recently 
merged with the Journal, an after- 
noon paper, have been announced 
by Will A. Walker, publisher of the 
Times - Mirror, Warren, Pa. Ten- 
tative plans call for the paper to 
be printed in Warren. 


Recalls Joseph Shea 


Joseph Shea, 


for the past several 
months New England advertising 
manager for 20th Century - Fox 
Film Corporation, New York, has 
returned to the home office. He is 
replaced in New England by Ralph 
Stitt, formerly of the Minneapolis 
branch. 


For OUTDOOR 
ADVERTISING 


IM WEW YORK, NEW JERSEY & CONN. AREA 
consult your advertising agency or 
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Successful 


(Typical Example: 


a Vitally Important Part of Today’s De- 


fense Program. 


merchandisers agree that 


everyone, are engaged in filling defense, as well as regular or 


and even though we 
ue advertising so as to assure 


fter the emergency. 


Advertising dollars must be spent so as to be effective AFTER 
THE “DURATION” AS \WEI.I. AS NO\, so that customers 
do not forget you. 


thened. THESE THINGS 


“CARRY OVER” ADVERTISING. 

\N ARTKRAFT SIGN PROGRAM WILL BE WORKING 

FOR YOU FIVE, YES TEN YEARS, AND MORE FROM 

TODAY—proven by audited and certified research, as follows 

1. On a recent survey the Artkraft signs had been in use an 
average of 51% years—real “Carry-Over’* value. 

2. The dealer turn-over in this 5!4-year period was CUT to 
6 per cent. 

3. The longer the signs had been in use the greater the sales 
increase—additional “Carry-Over’* value. 

$. And Artkraft® signs are 999/1000 per cent perfect over a 


period of years, also proven by audited and certified research. 


But to cash in on these “Carry-Over’* 


that will last for years, 


vairs on 16,000 sections of Art 


» Compare with $36,000.00 spen 


in our files) on half as much tubing made by others 


te today for free brochure 


k 4 4) ARTKRAFT* SIGN COMPANY 
GENERAL OFFICES: 900 E. Kibby St., Lima, Ohio, U. S. A. 


Now, 


are sold up to capacity, we 


a sound 


Dealer organizations must be stabilized and 
C 
THROUGH THE USE OF ARTKRAFT DEALER 


with practically no up keep cost 


Pittsburgh Paints’ total cost for one year 


“Carryv-Over 


while we, like most 
must 
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values you must have 


kraft* tubing was only 


t by company “B” (name 
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‘Most Challenging 
Problem’ Subject 
of 4A’s-ANA Meet 


(Continued from Page 1) 
the committee in charge to restrict 
invitations. Leon Henderson, OPM 
civilian supply director, will be a 
featured speaker. 
A Four-Part Program 


The program will be divided into 


four parts: a presentation of the 
facts about opposition to national | 
brands and their advertising; a 


presentation of facts about the eco- 
nomic effects of advertising and its 
vital place in the American system 
of free enterprise; a series of talks 
by high-ranking business execu- 


tives who will cite the indispensa- | 


bility of advertising as a _ selling 
tool as shown by their own experi- 
ences; and consideration of the 
question, “What can we do about 
ar 

The committee in charge of the 
meeting this week emphasized the 
seriousness of the situation, declar- 
ing: 

“The danger lies not so much in 
what the extremist, alarmist ele- 
ments in the anti-advertising forces 
are trying to do, but the fact that 


the more moderate elements, among | 


those in charge of the nation’s 
machinery and in Congress, simply 
do not realize what is taking place 
because they don’t fully understand 
what advertising and how it 
functions.” 


is 


if Your Food 
Products Contain 


VITAMINS 


You'll be glad to know that 
Buffalo people are following 
with great interest the time- 
ly new feature. 


“All Our on Vitamins” 


By Forrest Williams 
appearing exclusively in The 
Buffalo 


Courier-Express 

Investigate this pre - condi- 
tioned “vitamin conscious” 
market today! 

Write for sample coples of 
these educational articles. 


Underlying the meeting is the 
objective of bringing before those 
;}most directly concerned with this 


| problem—national advertisers rep- 
‘resenting business management, 
‘agencies and national media—a 
|carefully prepared presentation of 


the actual situation today and the 
facts about advertising’s true place 
in our free enterprise system. An 
attempt will be made to crystalize 
the problem and lay plans for con- 
structive action. 


Affords an Opportunity 


A prospectus issued in connection 
| with the meeting declared: “We are 
Americans first. We are in a period 
of national stress which requires 
the best from all of us. In this 
period advertising has a definite and 
constructive function to perform. 
Unless it is made clear what that is, 
advertising may not be able to per- 
form it and the national welfare 
will suffer accordingly. It would 
be a crime for which we should all 
have to pay the price if the job is 
allowed to go by default or because 
| of our failure to get together. We 
now have needed facts and we cer- 
|tainly have the skill and resources 
ito use them effectively if we will. 
| This meeting will afford an oppor- 
‘tunity to tackle the job while there 
is still time, by demonstrating the 
part advertising has played and can 
play in the national emergency.” 


Buys Into Mutual 


Station WIP, Philadelphia, has 
become a stockholder in the Mutual 
Broadcasting System. Benedict 
|Gimbel, president of WIP, has been 
|named a member of the MBS board 
|of directors and member of the op- 
‘erating board. 


To Harrison Associates 
Sam Chernow, formerly account 
executive with Modern Merchan- 
dising Bureau, New York, has 
joined Lester Harrison Associates, 
New York, as vice-president. 


Magazine Changes Name 

Effective with the October issue, 
Post Exchange and Canteen, New 
York, will be known as Post Ex- 


change. 


National Represe® 
Member of AMER| 


Nagazine 


Oakland 


tatives 
CAN NEWSP 


and Comics: 


_ warren veces 


CRESMER CO. 


ASSOCIATION 
ORPORATED 


WILLIAMS, LAWRENCE 
APER PUBLISHERS 
SPAPER GROUPS, INC 


att 


NEW 


ADVERTISING AGE 


THIS WEEK 


Index of Retail Activity in 
84 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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WEEK BY WEEK VARIATION SHOWN HERE 


+20 
+15 / 
+10 
L “ 
+5 - | — \ 
LAST YEAR \ 
-s 
-” 
-I5 
-20 
Sen <— ne ARE aoe — 
JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
% Gain % Gain 
i3-Week 3-Week 3-Week or Loss” or Loss ' 
Period Period Period 1941 1941 Week Week © 4 
Ended Ended Ended over over Ended Ended ‘ 
Oct. 28, 1939 Oct. 26, 1940 Oct, 25, 1941 1939 1940 Oct. 26.1940 Oct. 25,1941 Li 
Akron, O. ...... 8,121,690 7,930,896 8,602,796 +5.9 8.5 254,653 | 
Albany, N. Y.. 7,519,175 6,431,510 6,920,517 —§.0 + 7.6 194,429 ‘ 
‘Atlanta, Ga, .. 14,513,564 12,863,123 13,051,871 10.1 + 1.5 376,110 f 
taltimore, Md 18,074,874 18,555,964 19,756,876 + 9.3 + 6.5 555,443 
Birmingham, Ala 10,929,024 11,631,993 12,076,078 10.4 + 3.8 291,438 . 
joston, Mass 15,825,078 14,962,766 12,562,613 20.6 16.1 $58,235 
Bridgeport, Conn 8,100,350 8,454,632 9,002,300 + 11.1 + 6.5 250,040 j ( 
Buffalo, N. Y¥ 12,974,358 12,568,930 13,726,815 + 6.1 9.5 395,671 | 
Camden, N. J.... 3,608,892 4,487,283 $325,145 + 19.8 3.6 111,407 
Cedar Rapids, ta... 4,114,234 3,926,412 4,074,238 —1.0 3.8 101,136 : 
Charleston, W. Va 8,415,585 8,450,681 8,845,701 _ +51 + 4.7 264,457 
Chicago, I. 24,041,885 23,592,762 24,102,802 + 0.3 2.2 642,896 ‘ 
Cincinnati, ©. 12,798,444 13,482,782 14,230,488 +11.2 f.5 358,472 
Cleveland, O 14,689,474 15,287,579 15,816,076 + 7.7 3.5 £31,580 - ‘ 
Columbus, O 10,838,555 10,926,225 10,984,188 +1.3 + O.5 284,853 ' 
Dallas, Texas 17,195,291 16,523,214 16,899,814 i? £23 $77,055 ' 
Davenport, la 7,674,467 7,966,495 7,973,364 +-3.9 LO.1 203,966 
Dayton, ©. 11,346,726 11,496,346 12,705,079 + 12.0 + 10.5 343,714 ' Y 
Denver, Colo, 7,474,696 7,085,204 7,344,871 a | 3.4 203,279 2 
les Moines, la 5,289,650 5,521,634 5,184,898 2.0 6.1 142,360 
Detroit, Mich 16,562,337 17,355,115 18,440,576 4 11.3 6.3 485,27 
| il Paso, Tex... 8,626,215 8,686,552 9,341,704 +8.3 + 7.5 233,856 
gg. a <« See eeee 7,854,700 7,712,768 7,973,926 +1.5 3.4 227,500 
| Evansville, Ind. 10,015,208 10,124,743 11,100,872 10.8 9.6 312,928 ' 
| Fall River, Mass.. 2.$40,099 2,884,179 3,093,784 +8.9 7.3 80,479 2 F 
Flint, Mich. ...... ~ 4.150,710 7,388,990 7,557,508 ” B.2 + 2.3 206,93 183,036 11s p 
Fort Wayne, Ind. 8,889,842 9,085,798 8,989,712 + 1.1 1.1 274,050 259,455 ; a 
fo, Ae Se ‘ 4,961,070 5,306,350 5,532,916 11.5 + 4.3 176,510 162,639 7 d 
Grand Rapids, Mich.. 7,387,483 7,567,789 7,992,306 +8.2 + 5.6 212,128 208,152 : T 
Crean vir, B. Gicresres 5,617,577 6,126,636 6,354,562 + 15.2 +-3.7 154,340 151,711 1 | 
“Hempstead Town, L. I 2,271,947 2,032,102 3,316,848 46.0 63.2 65,938 S7,O84 : t 
Houston, Tex. ........ 14,401,978 15,757,880 16,034,526 11.3 $1.8 441,532 393,428 ; ‘ 
Huntington, W. Va . 6,555,192 6,896,040 7,184,452 + 9.6 + 4.2 185,392 171,089 7 
| Indianapolis, Ind. 13,857,884 14,897,675 15,759,379 +13.7 + 5.8 158,178 377,064 17.7 
| Jacksonville, Fla 7,612,650 8,035,244 8,453,032 +110 + 5.2 198,240 212,268 7 t 
| Jersey City, N. J.. 1,755,069 1,792,990 1,810,446 +3.2 + 1.0 } 2: 56,783 7 i 
Kansas City, Kan ~ 2,209,423 2,502,283 2,227,449 EOS 11.0 51,037 11 b 
Knoxville, Tenn. 8,928,127 8,740,410 8,959,798 + 0.4 + 2.5 210,182 17 p 
Little Rock, Ark.. 7,623,267 8,117,382 8,340,230 9.4 + 2.7 200,578 : T 
Los Angeles, Cal 20,493,339 19,688,674 20,077,321 2.0 2.0 28,192 t $ 
Louisville, Ky 12,038,908 12, ) 12,793,875 6.3 5.5 564.342 14 fi 
Lynn, Mass 6,936,860 7,383,821 7,618,952 + 9.8 3.2 210,043 st 
Manchester, N. H 3,693,689 3,029,126 8,001,635 18.7 0.9 94,682 ce 
‘Memphis, Tenn 9. 970,064 10,739,638 LO, 885,686 9.2 1.4 250,264 ry ) 
Miami, Fla 10,512,909 11,355,682 10,944,973 + 4.1 3.6 205,884 . 
Milwaukee, Wis 11,805,546 12,812,476 13,929,225 18.0 8.7 366,143 n 
Minneapolis, Minn . LL583,841 10,206,821 10,420,507 10.1 + 2.1 ~ 254,987 f 
Moline-Rock Island, Ill. 6,912,574 6,933,040 7,3¢ 58 + 6.5 + 6.2 186,200 i ] 
New Bedford, Mass 2,608,522 2,880,336 3,162,306 21.2 a8 88,914 j 
New Haven, Conn 7,636,062 7,946,442 S, 187,036 + 7.2 3.0 213,474 
New Orleans, La 16,109,965 16,506,612 16,285,288 + 1.1 1.4 375,344 ! vi 
New York, N. Y 48,541,500 48,915,758 7,721,633 ee | 2.5 1,240,025 M.. E 
Brooklyn, N. Y.. 3,247,311 2,895,039 2,985,580 8.1 +3.1 $3,840 17.7 oe 
Norfolk, Va 7,857,598 536,048 8,957,734 + 14.0 4.9 273,238 15 te 
Oakland, Cal . , 6,668,712 7,335,883 7,639,211 14.6 + 4.1 192,524 14.5 - 
Oklahoma City, Okla 7,430,808 6,540,184 7,023,142 5.5 + 7.4 156,576 ° 
|Omaha, Neb . 4,855,863 4,944,285 1,946,742 1.9 - 126,844 6.2 
Peoria, Ill, 9,004,339 9,809,319 10,283,126 +14.2 + 4.8 249,886 ( 
Philadelphia, Pa 22,730,442 23,795,006 25,148,546 10.6 5.7 693,847 
Phoenix, Ariz. . 6,039,992 6,673,604 7,199,528 9.2 7.9 152,600 7 
| Pittsburgh, Pa 16,693,894 17,400,306 17,948,336 + 7.5 3.1 139,908 11 
| Portland, Ore 10,254,757 | 9,537,360 10,280,729 + 0.3 7.8 7 299,600 . 
| Providence, R. 1 9,857,005 9,709,722 9,734,472 1.3 0.3 278,924 , ( 
| Reading, Pa. .. 8,275,773 8,743,240 8,987,674 8.6 2.8 246,904 re 
Richmond, Va. 10,493,342 10,605,042 10,454,458 0.4 1.4 282,086 ro.” C 
| Rochester, N. Y 12,493,689 12,616,567 13,230,915 5.9 + 4.9 375,421 1 
| Rockford, Il... 6,615,760 7,119,420 7,765,706 + 17.4 9.1 "236,866, ‘ 
|} Sacramento, Cal 6,866,384 6,819,865 7,146,478 4.1 4.8 235,130 
} San Antonio, Tex 6,004,721 6,332,683 7,283,464 + 21.3 15.2 2 201,987 77 
San Diego, Cal 10,900,379 9,712,570 10,552,396 5.2 + S.6 290, 251,048 
San Francisco, Cal 13,141,221 12,448,664 12,634,904 3.9 1.5 306, 332,351 5 
| Seattle, Wash . 9,563,216 9,798,416 10,508,880 9.9 +7 252, 286,43 
South Bend, Ind , 4,384,476 4,467,351 5,153,643 17.5 + 15.4 124,6 150,152 
Spokane, Wash 5,482,714 5,323,084 5,222,190 4.8 1.9 127.6 114,912 
i St. Louis, Mo... 14,882,420 15,106,045 14,914,203 0.2 1.3 401,090 413,525 “ 
| St. Paul, Minn 8,986,124 8,764,523 8,600,62 1.3 1.9 218,779 242,30 
| "Syracuse, N. Y 8,685,434 — 6,296, 10.7 23.2 263,775 184,010 
Tacoma, Wash. 5,213,900 5,: +81 1.7 142,216 145,912 . 
| Tampa, Fla, . 5,489,722 6,33 +17.4 + 1.7 149,856 132,300 
| Toronto, Ont., Can 13,205,224 12,342, y 13,136,924 O.5 6.4 324,172 315,239 
t,, a Ss or 3,655,690 3.895.670 6.6 9.9 98,700 107,500 
| Tulsa, Okla, 7,429,116 7 8.033.971 8.1 0 200,158 O98 184 
Washington, D. ¢ 26,913,863 28,450,852 29,320,387 S40 3.1 SOS.758 836,742 
Youngstown, © 6,313,927 6,865,357 7,551,493 19.6 10.0 185.381 188.811 
Total 837,048,385 845,672,712 875,424,284 1.6 5; 23,552,781 23,220.64 
1 Atlanta Georgian and Sunday American ceased Issue Jan. 1, 1940, containing 428.848 lines 
publication Dec. 17, 1939. Figures not included in vertising 
totals. 5 Syracuse Journal published 100th Anniversat 
| 2 Newsday launched Sept. 3, 1940. tion March 206, 1939, containing 216,027 lines 
3 San Diego Sun suspended publication Nov. 25, 1939 vertising 
4 Commercial Appeal published 328-page Centennial 
' 
— 
Advances Ad Rates MONTREAL 
The Bakers Digest, Chicago, has 


increased its page rate from $100 to 
$125, effective Dec. 1. 
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November 3, 1941 
‘Salad Bow]! Cards’ 


Collier's Rates |Get the Hee-Haw 
Up; Good House in U.S. Promotion 


New York, Oct. 29.—Old worn 
Says No Change 


playing cards will be held up to 

ridicule by United States Playing 

Card Company in a magazine cam- 
Jew York, Oct. 31.— That the 
move toward higher magazine ad- 
ve tising rates will not be altogether 


paign, the most intensive in the 
company’s history, to be launched 
a <tampede was indicated this week | 


Nov. 3. 
Featuring cartoons by such well- 


TRIPLE BARGAIN 


NEW CIGARETTE 
PAYS TRIPLE BONUS 


Co-op League 


Plans $50,000 


Radio Drive 


Indianapolis, Oct. 27.—A plan to 
raise $50,000 by contributions from 
individual members of cooperative 
organizations to tell the co-op story 


8:55 p. m., EST, over 64 CBS sta- 

tions. McCann - Erickson handles 

the account. 
“Pause” Renewed 


Coca-Cola Company has renewed 
“Pause That Refreshes on the Air” 


on 115 stations of the Columbia 
Broadcasting System. Starring 
Andre Kostelanetz, the musical 


program is aired Sunday from 4:30 
to 5 p. m. EST. D'Arcy Advertis- 
ing Company ‘handles the account. 


P & G Adds Stations 

as Collier’s announced rate and/known artists as R. Taylor, Robert | to America by radio was approved ne —_— ~ ; 

circulation increases and adver- | Day, Helen E. Hokinson and P. here last week by the board of di- |. Procter & Gamble Company will 
‘isers and agencies received a|Barlow, the campaign will begin | “ rectors of the Cooperative League acd Ji stations, making a total of 
ietier from John R. Buckley, busi-|with a full-page insertion in Life, | aby wert . of the U. S. A. (ADVERTISING AGE, #2 CBS stations, to the lineup for 
ness manager of Good Housekeep-|followed by copy in Collier's and | Sept. 15, 22). The money-raising The Goldbergs on Hey. S, Ae it 
ing. announcing that there will be|The Saturday Evening Post. Each campaign will be waged through|™!!! air the program in behalf of 
no increase in that publication’s| magazine will carry five insertions cooperative publications under the |PU¥2, While of the current 25-sta- 
advertising rates for the first six|through Dec. 20. direction of Wallace Campbell, = “owe. = a wus snd 
months of 1942, nor in the 25-cent | Typical of the series is the first /chairman of the radio fund subcom- toto Oreft. Compton Advertising 
price to the reader. |cartoon by Taylor showing a host mittee and assistant secretary of ee ret — eee: nes See 
' It is possible to maintain rates in| at a poker table mixing cards in a league |ett-Sample-Hummert is the agency 
the face of rising costs, Mr. Buckley |salad bowl, with the caption, “It's : = ~ This idea of raising funds from | f° Dreft 

said, due to the increased revenue|the only way George can shuffle) Sci2l0USouA%s z individual members for a national = 

received “from increased circula- | those old, limp cards of his.” eo eee BEECH NUT promotion campaign is a new one | Elects Ray Billings 


tion at the 25-cent price.” Effec-| The magazine promotion will be | 
tive Jan. 1, the rate base will be in-|supplemented by spot radio adver- 
creased from 2,100,000 to 2,300,000 |tising on two New York and two 
average net paid. The average net|Chicago stations. J. Walter Thomp- 
paid for the last six months of 1941 | son Company is the agency. 
is estimated at 2,700,000, with 73 ee 
per cent of the total increase in| . ° 
circulation during the last twelve | Packaging Institute 
months coming from newsstand Elects Officers 
sales. 

Effective with the March 1 issue, 


has elected George R. 


sizes is the manner in which the new king 
| 
} 


The Big New Bonus Smoke 


Reminiscent of Pall Mall's comparison of 


size Beech-Nut cigaret is shown by the 
young lady at the left. Throat ease and 
the cash saving are the other bonuses 
featured in this current newspaper copy. 
Lennen & Mitchell, Inc., is the agency. 


Packaging Institute, New York, “Scholastic” Issues 


Webber, | 
Collier’s rates will be changed as | manager of package pve | oe Rate Card 


follows: black and white page from | bureau at Standard Brands, Ho- 


Scholastic, New York, has issued 


}contributions of 
jaccepted. The theme of the money- 


in cooperative circles. The objec- 
tive of the drive will be to find 
50,000 “one-dollar-a-year-men” to 
finance the radio program although 
any size will be 


raising campaign will be to “tell 
|your neighbors about the coopera- 
tive movement by radio,” 

| Two films, one already prepared 
and the other 
will be used to tell the co-op story 
nationally. One of these films, “Co- 


| elected 
| Publicity and Public Relations As- 


| Bernal 


Ray Billings, Palatka, 


president of 


has been 
the Florida 
sociation. Other officers elected are 
Clark, Miami, vice-presi- 
dent; MacDonald Bryan, Jackson- 
ville, vice-president: Leon Crisson, 
St. Petersburg, secretary; and Gor- 
don Elwell, Orlando, treasurer. 


Gets Production Post 


in production, also} 


Jerome Rosenthal, formerly sales 
manager of Walter Typographic 


3 :. i Seer oe ses Pree ag A nena sea ies ; = \ Service, New York, has joined Van 
8 : gt 7 : | boken, N. J., as president. A. Ver-|a new rate card which advances its aie ae 1” te « in ' tech ’ Je 
$6,500 to $7,000; two-color, SrOm | on hannon. po waa manager of |page rate from $1,145 to $1,380 and eee Pre ’ ae a ew Dolen, Givaudan & Masseck, New 
$7,500 to $8,000; four-color, from | Westfield River Paper Company, ts line rate from $2.80 to $3.20. seine = me pie — eo stag rk, as production manager. 
$9,450 to $10,000. _ | Russell, Mass., and Wallace D.\The new rates are effective with tour made last summer. rhe other, | 

The new circulation guarantee is| Kimball, wice-president of Stan-|the Jan. 5, 1942, issue. a sound film, will picture the four 


2,700,000, compared with 2,500,000 | dard-Knapp Corporation, Portland, 
under existing rates. Collier’s latest |Conn., were elected vice-presidents 

oublisher’s statement shows amis ax the om. . 
794, an all-time high. The following irectors were 
~—— sent, all 'named: production division, Wil- 
. jliam M. Bristol, Jr., Bristol-Myers 

Names Judges in ANPA | 

j bert Pharmacal Company; machin- 
Medal Design Contest jery division, Wallace D. Kimball, 
Paul Bellamy, editor of Cleveland | gy and 


: andard-Knapp Corporation, 
Plain Dealer; James Wright Brown, | Kendall D. Doble, Pneumatic Scale 


Company, and Joel Y. Lund, Lam- | 


On that date the magazine's cir- 
ulation guarantee will be advanced 
from 340,000 to 360,000. Contract 
periods will be shortened to three 
months. 


Celebrates 50th 

Home Savings Bank, Oakland, 
cast aside the formal trappings of 
bank anniversaries and celebrated 


|principal cooperative developments | 
petrol- | 


in the fields of fertilizers, 
/eum, groceries and insurance. 

One result of this projected radio 
|campaign was the first joint meet- 
‘ing here of the directors of three 
|cooperative groups: the Cooperative 
|League of the U. S. A., a national 
leducational organization; the Na- 
tional Cooperatives, a national busi- 


AD Lesas ati 

Bia kiagus Ad Wan 
Way back in 60 B. C. he advertised 
doings of the Roman senate on 
specially constructed bulletin boards. 
He would have thrilled at today's 
better offset produced by Roto-Lith. 


ROTO-LITH CO. 


201 N. WELLS ST. CHICAGO. 


president of Editor & Publisher, | Corporation; supplies division, H. A. its golden jubilee with a radio|ness organization; and United Co- ' 
and Arthur Hays Sulzberger, presi- imernby, Owens-Illinois, and Hal W.|broadcast from the bank lobby DEA.8SS7 - HEM.22i1. 


dent and publisher of New York | Jonnston 
Times, have been named judges in | graph , 
the American Newspaper Publish- 

ers Association medal design con- 


Stecher-Traung  Litho- 
Corporation. Howard A. 
Sumner, Norwich Pharmacal Com- 
pany, was reelected chairman of 
test. a the production division, and Stan- 
Symbolizing “the advancement of |jey L. King, Monsanto Chemical | 
the daily newspaper in public serv-| Company, was elected chairman of 


floor over station KGO, San Fran- 
cisco. Interviewed on the broad- 
cast were the bank’s oldest em- 
ploye, the oldest depositor and bank 
fficials. Emil Reinhardt Advertis- 
ng Agency was in charge 


operatives, a sectional group of 
jregional organizations. These direc- 
| tors approved a declaration of co- 


campaign. 
T. A. Tenhune, chief buyer for 
,Central Cooperative Wholesale, Su- 


| 


joperation preliminary to the radio 


* 


ice,” the nation-wide contest has/the supplies division. ” . |perior, Wis., was elected general ADVERTISING MEN 
been open to all members of news- | Ps giiossiscned Names Paul Hichborn | manager of National Cooperatives 
paper or syndicate art departments. 


The winner will receive a prize of | Outdoor Helps Safety 
$500, and a gold medal will be cast} farly in 
from his design. The medal will | advertising Company, 
serve as a prize in a monograph |conyinced Memphis Public Safety 
contest, open to journalism students, |Commissioner Joseph P. Boyle that 
on “achievements of the daily |, series of outdoor panels 


newspaper in public service.” around the city might aid materi- 


1941, General Outdoor |manager of Gooderham 
Memphis, | Limited, 


posted |sales promotion and state 


eae a, ee lally in reducing the traffic death 
Adds David Duffield 


toll. Space on the posters was paid 


Paul Hichborn has been named 
advertising and sales promotion 
& Worts, 
Detroit. He comes _ to 
Gooderham & Worts from Browne 
Vintners, New York, where he was 
manager. 


Geiger Adds Wilkens 


lat the meeting here. 


Smith Brothers 


| to Use Newscast 


tor Cough Drops 


WANTED! 


; New York, Oct. 29. Smith * Yes—we want you to expe- 
David W. Duffield, formerly i oe of ads eee pay cco BR a pg Bang he! he at Brothers will promote its cough rience the prc Ae a 
rttel anid abies é ‘ é y- od sales anager eige ; . > 

Hog I pn lla MR ce ng ES Mor and adopt the “Friend of Bros, Newark, advertising calen- |2°OPS with five-minute broadcasts comfort of this hotel — cen- 

been named director of the Roches. |Public Safety” signature. Now |dars and novelties. He was formerly of Associated I oe eon beginning trally located in the heart of 

ter Business Institute night school. Memphis tops the nation in traffic |vice-president and treasurer of | Nov. vo The broadcasts will be the agency district. Copy writ- 

death reduction, cutting traffic |Charles Francis Press, New York. |heard Friday at 9:55 p. m., EST, ers. artists production men— 

| deaths 53 per cent while the na- - over 96 stations of the NBC Blue pry an entees the midnight oil 

SMOTOGRAPHIC a average was rising 21 Pe’ Heads New Department network. J. D. Tarcher & Co. is g 

cent. 


Joins Ohio Select List 


RETOUCHING 


Jill Berryman has been appointed 
\director of a new advertising and 
lsales promotion department set up 


the agency. 


Renews Hedda Hopper 


to bring an advertiser’s mes- 
sage to the masses—will find 
sanctuary here. Our overnight 


| The News-Messenger, Fremont, by the worsted division of Pacific California Fruit Growers EXx- kits help _make unexpected 
WIA SUPERIOR 0800 |O., has been elected to membership | Mills, New York. She will continue wong A —_ mer pe Hedda Hop- detention in town easier to 
in the Ohio Select List of Daily|in charge of the division’s color pers Hollywood” and will continue bear. 
CARNAHAN - HANSON COMPANY Newspapers. The paper will be / bureau. to present the program, in behalf of | 
. . HI Ly ‘2p e 7 a) ¢ j z , f e # i i S c1S "% ig é . = . . 
no heeg: -nllemorgamaaey sania Ott Joi Katz Sunkist oranges and lemons, Mon You'll like our accommoda- 
ics oins 


; LATIN AMERICA LIST & INFORMATION SERVICE 
23 FIFTH AVENUE NEW YORK 


ae | 


oe | Grey Advertising Agency, New | Chesebrough Mfg. Company has siege at the office. : 
f 'York, has moved its offices from ee Dr. ¢ sone for its| rd 
128 W. 31st street to 166 W. 32nd | Vaseline preparations. The program i 
After Your Long, Tough Day | street. continues Wednesday from 8:30 to — NOTE —- * 
Several agencies have found it ad- 
in your spacious, well-appointed visable to make special arrange- 
Relax Hoel Dee > we re Non meg room. ALLAn 6. nenst, ments here for their entire staffs. 
All rooms are outside rooms with crose-ven- We will be pleased to have our rep- 
tilation and circulating ice-water. resentative call on office managers 
Enj the cnent cb8 teodecaity of to discuss the merits of such an 
njoy Chicago's newest hotel. It is adja- — 
cent to the Palmolive Building and to 
\dvertising Row.” Hotel 
500 Guest Rooms, 3 Dining Rooms including 
popular-priced Coffee Shop. 
SHOTEL 
Lexington Avenue at 49th Street. New York a 
KNICKERBOCKER JOHN H. STEMBER, Manager 


the Katz Agency, Detroit. 


Grey Agency Moves 


day, Wednesday and Friday, from | 


directs the account. 


Chesebrough Continues 


:, mde , tions: 800 pleasant rooms from 
|. Ott heart welts the 6:15 to 6:30 p. m., EST, over 39 : are 
nee - Bag w Bmioorye } onl wae stations of the Columbia Broad- $3.00, each with both tub and 
LATIN AMERICA MAILING LISTS ne Rhea tora ac icgined casting Syste Lord & Thomas|| Shower and radio. Home of 
SEND FOR FREE CATALOG sales division, Detroit, has joined & m Orc mas 


the famous Glass Hat, where 
you'll relish luncheon, dinner, 
supper, or a nightcap after a 


~ 
_. 
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materials needed for defense. 
Aside from the prohibition 


Blackout of Signs 
in Seven States 


Ordered by OPM 


(Continued from Page 1) 
today that he is urging the same 
thing nationally. OPM has previ- 
ously ordered a 49 per cent reduc- 
tion in output of appliances which 
consume large amounts of scarce 


against | 


orative or advertising purposes, 
remainder of today’s curtailment or- 


/10. Should heavy rains fall before 
that date, the rules will not be 
placed into effect since the shortage 
is caused by the driest season in 75 
years in an area dependent upon 
hydro-electric power. 

OPM is planning a campaign to 
gain public cooperation in curtailing 
the use of power by small con- 
sumers. Other aspects of the pro- 
gram include the creation of a power 
pool involving 40 companies in 13 
states, and reductions ranging from 
5 to 30 per cent in power consump- 
tion in non-essential fields. 


BUSINESS PAPERS 


Who Advertised and Where 
When They Advertised and How Much 
Allin 


BRAD-VERN’S REPORTS 


135-21 Union Tnpk., Flushing, N.Y. 


interior or exterior lighting for dec- | 
the | 


der does not take effect until Nov. | 


ADVERTISING AGE 
[od A. D id GEORGE H. E. HAWKINS ,that founded the Audit Bureau 
avias, Chicago, Oct. 27.—George H. E. ‘Circulations and was active in the 


. first advertising club in Chicag 
N. 7. Agency |Hawkins, advertising manager of 


the Quoin. 


4 the Conlon Corporation, maker of 
|}washing machines, died here Oct. mae 
Head, Dies 24 ame a short illness. He was NATHAN J. GOULD 

New York, Oct. 28.—Charles A. | pier © of th NK Milwaukee, Wis., Oct. 27. —N.- 
Davids, agency head, died of a|@4vertising manager o e N. B-\than Jacob Gould, 52, president 
heart attack last weekend at the age | Fairbanks Company during the 


and editor of the Wisconsin Jewish 

of 66. He was also New York rep- | |days of the company’s famous Fairy Chronicle, died Oct. 26 in a local 

resentative of the Beach Mfg. Com- |s0ap campaign. | hospital. . Gould and Irving G. 

pany, Coshocton, O., metal sign Later he was with Rhodes Pore Pere Anglo-Jew is) 
maker, and formerly headed the|Critchfield & Co., and for six years |newspapers in Detroit, Kansas C ty 

Newark Baseball Club of the Inter- jhe was head of the copy department ‘and Indianapolis before found » 

national League. lof Brandt Advertising Company. ‘the Jewish Chronicle here 17 yerrs 
A resident of Bayside, Queens, He edited the “Cherry Circle,” pub- | ago. 

Mr. Davids was a leader in civic |lication of the Chicago Athletic 

and educational movements and, as| Association, and published several EARLE GODBEY 

chairman of the local school board,| books on advertising, the best! Greensboro, N. C.. Oct. 27.—E::-le 

had repeatedly campaigned for|known being “Poster Advertising.” _Godbey, vice-president of the D ly 

“more schools for Queens. | He was on the charter committee | News Publishing Company and edi- 


associated 


79 * 


If ever there was a fertile market. a veri- 
table oasis of buying power, it is the Los Angeles 


A.B.C. City Zone! 


Here are concentrated 1.955.824 consumers 
who constitute over 70 per cent of Los Angeles 
County's total population, and whose annual 


retail purchases aggregate 74.6 per cent of the 


entire county's retail sales. 


fe | But other things have been happening in 

this normally huge market...a gigantie PLUS 
. market has been created by defense contracts of 
more than a BILLION AND A HALF DOLLARS 
which have driven payroll and employment 


indices skyward—to say nothing of steadily 


% 


mounting population! 


the Greenst ro 
99 


tor-in-chief of 
|Daily News, died here Oct. 


/EDWIN T. HEISTER 

Orlando, Fla., Oct. 27.—Edwin T. 
| Heister, a member of the adver'is- 
ing staff of the Chicago Daily News. 
died here, only a fortnight after the 
death of his father. He had come 


here to regain his health and vre- 
cently underwent an = operation. 
He was manager of the loca! 
rs gS display department of the “Chicago 
American prior to the time of its 
merger with the Chicago Herald 
and Examiner. 
CLARANCE B. BLETHEN 
Seattle, Oct. 31.— Gen. Clarance 
B. Blethen, 62, publisher of the 
Seattle Times, died here last night. 
General Blethen inherited the news- 
paper from his father, Col. A. J. 
Blethen. 


ALBERT C. HARTMANN 

Cincinnati, Oct. 30.— Albert C. 
Hartmann, 49, editor of Billboard, 3 
died last night. 


Conspiracy Charged 
in Harris Tweed 


| The Federal Trade Commission 
has issued a complaint charging five 
Scottish producers of Harris tweed 
fabrics and their United States 
agents with combinations and con- 
spiracies to restrain and monopolize 
the sale of their product. The pro- 
ducers are James MacDonald, Ltd., 
Kenneth Mackenzie, Ltd., S. A. 
Newall & Sons, and Thomas Smith 
& Co., all of Stornoway, Scotland, 
and Kenneth Macleod, Ltd., Shaw- 


bost, Scotland. 
; , s ‘ ‘ The producers and their agents 
Keep your sales in step with this rapidly are alleged to have fixed and main- 


tained minimum prices, terms, and 
conditions of sale of Harris tweed, 
'and inaugurated a plan to fix and 
maintain prices by clothing manu- 
facturers and resale prices by re- 
tailers. 


growing, closely knit and unusually rich market 


by scheduling a greater portion of your adver- 


Announce New Rates 

New national advertising 
have been announced by 
Merion Newspapers, Ardmore, 
The new rates are 75 cents 
column inch for one paper, 
for two papers, $1.95 for three 
papers, and $2.40 for four papers 
when bought in combination 
Agency commission and cash dis- 
count are allowed. 


rates 
Lower 
Pa. 
pel 
$1.40 


of 


lising in the Los Angeles area...the market 


unlimited opportunity, 


Reach it with The Los Angeles Evening . 
| T 
Herald and Express with the LARGEST city | SPOTCASTING 
x . . —_ ; ’ cS , * ’ F 3 - " fe 
circulation... LARGES1 city and suburban cir | BUILDS MORE SALES 
culation... LARGEST total circulation of any AT LOWER COST! 
daily newspaper in the West! More money for 
, the HOT SPOTS 
Nothing wasted on 
the DEAD SPOTS 
LOS ANGELES EVENING Special attention to 
the TOUGH SPOTS 
- . 7 
—\ is COR y ; 
;} NATIONAL STATION 90 
REPRESENTATIVES ' 
Represented Nationally by PAUL BLOCK AND ASSOCIATES tech mht een 
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ADVERTISING AGE 


PHOTOGRAPHIC 


LEADERS AT WEST COAST FOUR A'S MEET 


This foursome, prominent at the convention of the Pacific Council, American 
Association of Advertising Agencies in Del Monte, Calif., Oct. 23-24, includes 
(left to right) Arthur E. Farlow, chairman, Northern California chapter of the 
Four A's and Pacific Coast manager, J. Walter Thompson Co.; Warren E. Kraft, 
chairman, Washington council, and Seattle manager of Erwin, Wasey & Co.; 
August J. Bruhn, member of the board of governors, and co-manager, McCann- 
Erickson, Los Angeles; and Dan B. Miner, newly-elected chairman of the Pacific 
Council and president of the Los Angeles agency bearing his name. 


Seated at one of the convention tables in Del Monte during the Pacific Council, 

Four A's meeting are (left to right) William H. Horsley, retiring chairman of 

the Council and president, Pacific National Advertising Agency, Seattle; Guy C. 

Smith, chairman of the Four A's executive board and executive vice-president, 

Brooke, Smith, French & Dorrance; and Frederic R. Gamble, managing director, 
Four A's, New York. (Story on Page !5.) 


Nine champion Shetland ponies and a miniature wagon carrying a giant bottle 
of Sealtest homogenized Vitamin D milk have been the talk of Detroit in recent 
weeks as part of the promotion arranged by Livingstone-Porter-Hicks, Detroit 
agency, for two Sealtest branches, the Detroit Creamery and Ebling Creamery. 
The team is to go South soon to promote other dairy products during the winter. 


DISPLAY FOR NEW G & W BRAND 


j Oe mt ® fi > alte 


" i ennsvleenia 
roclamation 


‘liam Penn 


20oderham & Worts Ltd. has taken over production and distribution of the 
Villiam Penn blend, shown in these new window display pieces. Advertising and 
"erchandising plans were outlined at the recent G & W national sales conven- 
Sn in Hot Springs, Va., by M. F. Mahony, vice-president of Maxon, Inc., Detroit, 
the company's agency. 


REVIEW 
OF 
THE 
WEEK 


HOLIDAY RECIPES 


a. 
© THINGS TO Bf 
THANKFUL FOR 


14 


sr he > 

we f 

=rp : : 
\ CONTINENTAL CAN COMPANY 


Continental Can Co., in this four-color 
ad to appear in the Nov. 15 issue of 
The Saturday Evening Post, lists in the 
box at the left six recipes which call for 
lard and vegetable shortenings—a boost 
for these two industries. Copy also 
points out the part cans are playing in 
U. S. defense efforts. 


TEEL DISPLAY 


Procter & Gamble starts its fall dealer 

promotion with this three-dimensional 

window display featuring a giant Teel 

carton and bottle and an enlarged drop 

which encircles a smiling young lady. 

The display was produced by Snyder & 
Black, New York. 


FLAVOR STAYS 


2p Exe 


JELLO ANNOUNCES 


Indicating that the theme will be greatly 
extended, General Foods Corp. starts a 
new copy drive with this advertisement 
in The American Weekly telling how a 
new process “locks” the flavor in Jell-O 
until it is dissolved in water. Young & 
Rubicam is the agency. (Story on Page 7.) 


IT CASTS ITS SWEETNESS ON THE AIR 
Rea | 
. | 4 
| 


“In perfume it's scent, in foundations it's fit,” says Formfit Co., Chicago, in 
current copy and, acting on that lead, Gertrude Hendriks, Formfit fashion coor- 
dinator, developed this window display in the Congress hotel, Chicago, which 
not only lures passersby with its smart arrangement but also with a spicy fra- 
grance wafted to the outdoor air. This is one of a series of windows based on 
current Formfit copy themes which are being used as inspirational material for 
dealer display directors. W. H. Lowy is Formfit's advertising manager. 


EVEN SANTA WEARS A WEMBLEY TIE 


{ 1 GOT MY SWELL \eo) 
WEMBLEY NOREAST (SEA) 


-WON-CRUSH TIE 
* ee HOL 


A 


With the “teaser car card at the top, Wembley, Inc., neckwear manufacturer, 

New Orleans, and D. H. Holmes Co. build consumer interest in the colorful 

Christmas card shown in the center. Beneath Santa's beard is an actual piece 

of neckwear fabric, forming a third dimensional necktie. At the bottom is a 

third card prepared by Fitzgerald Advertising Agency displaying an actual neck- 

tie. The cards are offered to all authorized Wembley dealers, who pay for the 
car and bus space. (Story on Page 27.) 


LORD & THOMAS SHOWS THEM OFF 


Sixteen of the three-dimensional exhibits which line walls of Lord & Thomas’ 

reception room in New York are shown here, the entire exhibit displaying prod- 

ucts handled by the agency's offices in New York, Chicago, San Francisco and 
Los Angeles. Unusual color and lighting make the panoramas unique. 
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Two Giant Additions 
to Kansas City’s 


Spendable Income - 


Besides its pre-eminent position as a clearing house for cattle, hogs, sheep, 
wheat, poultry, eggs, butter and other foods essential to our national defense and 
the lease-lend program, Kansas City is the site of two large government-sponsored 
manufacturing projects producing the materials of war—a bomber assembly 
plant and an ammunition factory. 


These two projects alone will add 25,000 employees to the pay roll of this com- 
munity. The ammunition plant has begun operation. The bomber plant will 
be on a production basis by the first of the year. 


There is still another phase to the city’s manufacturing activity. It relates to the 
prodiiction of government supplies by concerns existing before defense de- 
mands arose. The volume of this business placed with established firms amounts 
to 63 million dollars. 


More workers! More pay roll! More spending power! 


All business indexes show a strong uptrend, Following are some typical com- 
parisons based on recent periods this year as against corresponding periods last 
year: 


CPHRCRDES 88.06.08 @ 


Wholesale Sales (Regional) __. Up 33% 
Street Railway and Bus 


EE eee. as sve) Up 9% v 
Bank Loans (Regional) ........... Up 34% b 
Bank Clearings .................... Up 42% d 
EE 5 6 oo ce dies su cveenees sei Up 44% . 
ci birecubavanendenvedss 0s Up 88% 
re Up 20% 

Electric Current Output...... ... Up 13% : 
Help Wanted Ads ............ ...... Up 75% M 
Postal Receipts. _................... Up 23% . 


Yes, Kansas City merits especial attention. If you are not advertising in the Kan. 
sas City market, or if you are doing only a piecemeal job, you are losing a lot of 
the increased business that you should be getting and that is yours for the asking. 


Talk to-Kansas City and Southwestern buyers through The Kansas City Star—an 
audience of more than 300,000 families—largest daily newspaper circulation west 


of Chicago. 


Ask your advertising agent if he can buy in any other 
newspaper in any comparable market as much cir- 
culation at as low a cost asis possible in Kansas City 
through the morning and evening issues of The Star. 
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